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THE REPUBLIC 


RESULT PRODUCER. 


GIIIIIIIIIIIIIISH/IIIETIISSTS 


A thorough and_ practical demonstration of the value 
of advertising in the St. Louis REPUBLIC has been made 
by a patent medicine company, which makes the following 
statement : 


IIH IAAI SIH H ASEH. 


ST. LOUIS REPUBLIC, Sr. Louis, Mo. 

GENTLEMEN—We believe our medicines were only carried in 
stock by six or eight of the retail druggists at St. Louis previous 
to our advertising in your paper. 

e St. Louis wholesale druggists now inform us they are 
ouvibad in stock by all retail druggists of the city—more than 
four hundred in number—and that the demand is steadily in- 
creasing. 

Believing that no better example can be shown of direct 
benefits of advertising, we take pleasute in writing you the above 
facts, and give your paper credit, through its CHARACTER, INFLU- 
ENCE and CIRCULATION, for creating this demand for our medi- 
cines. 

In justice to the St. Louis RepuBtic we will also say that we 
have not advertised in any other paper'in the city, or advertised 
in the city in any other manner than through THe Repus_ic. 


Yours truly, 
(Signed) CHAMBERLAIN MEDICINE CO. 


By D. S. CHAMBERLAIN, President. 
Des Moines, Ia., Jan. 21, 1895. 
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Ask for Rates___.—_!, 
THE REPUBLIC, St. Louis, Mo, 


NEW YORK OFFICE: 146 Times Building. 
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Spasmodic Advertising 


IS AS SILLY AS 
SPASMODIC EATING. 


} To expect occasional insertions to be very 
remunerative is, generally speaking, as ridic- 


ulous as to expect to become stout from an 7 
occasional meal. 4 
. e % cc 

Returns may be received from a single in- th 

sc 

sertion. Success can only be obtained by . 
persistent and continuous advertising. b 
“ee . : tl 

Poor advertising merely impoverishes the t 
- U 
advertiser. t 
. . . + . 

Spasmodic advertising generally is poor. ' 





Place a 4-inch, yearly advertisement in the Atlantic 
Coast Lists. 

1400 papers and all local papers. 

Reach a million families weekly. , 

Follow it up with proper business methods. | 

The advertisement will turn out a profitable investment 

You will keep it going year after year too. 

One electrotype only needed. 

Catalogue for the asking. 


ATLANTIC COAST LISTS, 
134 LEONARD STREET, NEw YorK. 
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fHE GENERAL ADVERTISING 
AGENCY. 


By Foseph Banister. 


Of the many thousand readers of 
PRINTERS’ INK, probably a very small 
proportion know what the business of 
a general advertising agency actually 
consists of. They are aware, of course, 
that it has considerably to do with the 
science, the art and the practice of 
advertising, but few are likely to have 
a clear idea what the exact relation is. 

In view-of this, the writer, having 
been afforded an opportunity to study 
the machinery and workings of one of 
the best equipped agencies in the 
United States, it has occurred to him 
that the result of his inquiries and ob- 
servations may be of some interest to 
the readers of this journal. 

The business of a general advertis- 
ing agency consists principally in the 
preparation of advertising matter, the 
selection, or giving advice in regard 
to the selection, of mediums, and mak- 
ing arrangements with the proper par- 
ties for the insertion of advertising. 

The advertising matter is generally 
prepared by expert ad writers em- 
ployed in the office of the agency, or 
by specialists from outside. In either 
case, the work is supervised by the 
principal officers of the concern, and 
afterwards submitted to the client for 
approval and corrections. While the 
copy is being prepared, other officers 
of the agency are making a selection 
of the desirable mediums for the mat- 
ter to be inserted in. Perhaps more 
experience is required in this part of 
the business than in any other. To 
be competent to offer advice respect- 
ing the most suitable mediums neces- 
sarily demands a first-class knowledge 
of the circulation and character of 
hundreds of papers. A different list 
of journals being needed in the profit- 
able advertising of almost every arti- 
cle, only those who have devoted 


years to the study of newspapers, from 
the advertisers’ standpoint, are quali- 
fied to decide which are the most suit- 
able mediums for advertising a certain 
article in and which are not. 

Then the medium selector must be 
possessed of considerable strength of 
mind, to withstand the burning elo- 
quence and almost irresistible person- 
ality of the ad solicitor who calls in 
the interests of his publication. 

After the mediums have been chosen 
and the client has approved of the 
selection, arrangements must be made 
by the agency with the owners of the 
mediums for the insertion of the busi- 
ness. This is a work which is said to 
require considerable patience and dip- 
lomatic ability. In accomplishing it, 
the person who has charge of it ap- 
pears to receive considerable assistance 
from the rate clerk, who, by means 
known only to himself, is able to fur- 
nish, at a few moments’ notice, infor- 
mation concerning the advertising rates 
of almost any newspaper. 

If the contract maker is an artist in 
his line, he is usually able to secure 
the insertion of the business he is 
placing at a somewhat lower price than 
the clerks’ figures indicate it will be. 
In order to do this, he has to dictate 
an everlasting lot of letters and consult 
and labor with a regular army of 
‘*specials’’ and advertising managers. 
When the contracts are made, the 
checking department is instructed to 
see that the advertisements are in- 
serted in accordance with the contract. 

Toa stranger the most interesting 
part of a general advertising agency is 
the file room, where copies of all the 
papers employed by the agency as ad- 
vertising mediums are preserved for 
reference. The agency, where the 
writer secured his information, keeps 
a file of almost every newspaper and 
magazine published .in the United 
States, and it is regarded as one of 
the institutions of New York City. 


































































i ent At aa A 


A RICH TAILOR. 


HOW ADVERTISING AND BUSINESS SAGACITY 
BUILDED A GREAT FORTUNE FOR HIM. 





Advertising has made almost a mill- 
ion for Marks Arnheim, the best known 
merchant tailor in. New York. He 
buys goods in large quantities, makes 
suits and overcoats to order at from 
$15 to $50, guarantees ‘‘ satisfaction or 
money refunded,’’ keeps clothes in re- 
pair one year and pressed as long as 
they last. 

Mr. Arnheim told a PRINTERS’ INK 
reporter the story of his success. ‘‘I 
started with about sixteen cents in cash 
and a strong belief in advertising. I 
have never lost either, but have in- 
creased both till I believe Bradstreet 
and Dun give me 
the highest rating 
of any custom 
tailor in the United 
States, and my ad- 
vertising appears in 
the leading New 
York papers regu- 
larly at seasonable 
times, in the best 
position and pre- 
pared by the best 
talent I can secure. 
I have given just as 
much attention to 
my advertising as I 
have to the buying 
and selling of 
goods and manage- 
ment of my estab- 
lishments. 

‘“‘Ideas are of 
first and most im- 
portance in advertising, and I have 
spent many a pleasant evening in the 
midst of my family devising strong 
ways of presenting the strong facts I 
have to present for the consideration 
of clothing wearers. ‘Twas then I 
thought out that one of the ads that 
has received wide attention—the one 
beginning, ‘Take home your gar- 
ments, ask the critical inspection of 
your mother, sister, wife, and if they 
are not entirely satisfied with your 
choice and our work, bring back the 
garments and get your money back.’ 
I believe in cuts. I believe that they 
should have a point—illustrate a new 
style or some virtue of our garments, 
such as the fact that our trousers fit 
just as well when a man is sitting down 
or standing up—do not bag at the 
knees—or that our coats do not lift up 
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from the shoulder when the wearer is - 





Marks ARNHEIM. 





hanging on to a strap in a street car, 

‘‘T have my cuts made from photo- 
graphs taken by the best camera artist 
I know. He comes over and takes a 
photo of the man or men or goods just 
as they are, and works up a cut there- 
from. His charges are high, but I 
can’t afford to pay less. My motto is, 
‘A good cut with a point in it, or no 
cut at all.’ 

‘*T want news in my newspaper ads, 

and I never run the same ad twice in 
the same paper. I believe in clean, 
plain type, and as few words as possi- 
ble. The public wants to read with- 
out work, and won’t read long ads, 
especially on the same subject. 
_ ‘*The limits of the custom-tailoring 
business give little 
scope, apparently, 
for originality and 
variety, but I must 
have these things, 
and manage to get 
them. People are 
not interested in or 
influenced by ads 
that say serenely: 
‘Our goods are the 
best and our prices 
are the lowest.’ 
The days of such 
advertising as that 
have gone by. 

“The ready- 
made clothing 
houses have a great 
advantage over me 
in the many varie- 
ties of goods they 
have to offer—fur- 
nishing goods, hats, shoes, mackin- 
toshes, canes, umbrellas, gloves and 
hundreds of things that can be made 
the theme of an attractive ad every 
day in the year. I am confined to just 
one topic, but find a new way of pre- 
senting that or something new about 
it every time I advertise. 

‘‘The secret of the success of my 
advertising is that I am always sure to 
give just what I advertise. I don’t 
believe in deceiving the public. Fake 
advertising never pays permanently. 
Give just what you advertise to give. 
People will come again if they have 
been treated right.”’ 

The success of the Arnheim meth- 
ods is demonstrated in a Bradstreet 
rating of $500,000, with credit ‘‘ A,”’ 
and the constant employing of scores 
of expert tailors working steadily every 
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week-day in the year, filling the orders 
filed by the throngs who visit his mag- 
nificent store at the corner of Broad- 
way and Ninth street, with which es- 
tablishment, by the way, he is about 
to consolidate his immense establish- 
ment on the Bowery—in response to 
the increased patronage he is receiving 
from the ‘‘ Boulevard trade ’’ (as they 
say out in Chicago). His store meth- 
ods.of advertising are interesting. 
The windows are arranged very quietly 
with carefully selected goods marked in 
plain figures neatly but not conspicu- 
ously, for there is nothing sensational 
about the store or the advertising of 
this concern. 

The well-lighted, roomy interior is 
filled with various priced goods, as 
carefully grouped and marshalled as so 
many files of infantry. For instance, 
arranged ona rack about shoulder high 
and thirty feet long will be the $16 
suitings, each piece hanging in folds 
about as wide asa pair of trousers, 
where the visitor can see and handle 
and compare without the necessity of 
the salesman unrolling the piece or 
even being in attendance. In fact, the 
visitor has a peculiar experience in 
Arnheim’s store—he can go through 
his entire stock from the cheapest to 
the most expensive, obtaining all the 
information he wishes without asking a 
question, though courteous attendants 
are ready to do all they may be called 
upon in question answering, while 
Mr. Arnheim himself permeates the 
entire establishment with the cordial, 
glad-to-see~you—whether —you—buy-or— 
not air that is easy and earnest, with- 
out being eager. 

The man who visits Arnheim’s 
never feels embarrassed whether he 
buys or not, or whether he wants to 
return his garments and get his money 
back, though few do the latter or 
care to. 

The entire system of success that 
Marks Arnheim practices explains 
why, at 43 years of age, he is in the 
very prime of his vigor, and with 
neither health nor good temper im- 
paired by business exactions, is enjoy- 
ing what many other men have striven 
in vain to secure—in vain because they 
were defective either in their business 
methods or in their advertising. 

ADDISON ARCHER. 





Tue merchant princes of to-day, 
With fortunes made completely, 
Are those who early found the way 

To advertise discreetly. 


THE PERIOD AND OTHER SMALL 
MATTERS. 


‘By Clifton Fohnson, 


When a schoolmarm writes a letter 
she punctuates the address on the en- 
velope as carefully as if it was a sen- 
tence in grammar. People who are 
not schoolmarms are less icular. 
Some put no points at all in the ad- 
dress; some put periods after the 
abbreviations ; some have no system, 
but put in points and commas, or leave 
them out, just as it happens. It isa 
question worth debating what rule of 
punctuation one should adopt in ad- 
dressing letters—what method will 
serve clearness and beauty best? 

That question I leave open. What 
I want to speak of is this same uncer- 
tainty in typographical details in our 
books and newspapers. Why does the 
Ladies’ Home Journal, for instance, 
leave off all periods in its page head- 
ings, titles of articles and of pictures, 
names of contributors and display 
lines of advertising; and why does 
PRINTERS’ INK retain the periods 
under the same circumstances? The 
Journal in its dropping of periods is 
an innovator; for, till within a few 
years, their use was universal. It 
would be interesting to know who 
started this crusade against display- 
line periods. It is not unlikely that 
they will in time become as scarce as 
they have been numerous. From an 
artistic point of view they are spots 
that hurt the delicacy and clearness of 
aline. As to utility I think you com- 
prehend the import of the display 
lines just as quickly without them. 
You know when you get to the end of 
the sentence in the title of an article 
‘whether a period is there or not. 

Probably none of the best publish- 
ing houses now use any periods on the 
title pages of their books. The title 
page, in its type arrangement, often 
goes through many alterations to make 
its balance and attractiveness all that 
they can be. Periods have in late 
years been generally agreed to be 
offensive on title pages; and if they 
are wrong there, why are they not 
also wrong in minor titles? The 
Century Magazine uses them pretty 
consistently in their type-set pages, 
except in the headings of the advertis- 
ing pages. There they are absent ; 
and they are also absent in nearly all 
the title headings which they have 
drawn by their artists. Their cove 
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design is not -punctuated. Indeed, 
very few modern magazines have 
punctuation marks in their cover titles. 

In books the rule still is, except on 
the title pages, to use peiete after all 
head-lines and titles of chapters and of 
pictures. Yet more and more books 
are ,being published without these 
superfluous points. The Harpers have 
gone so far as to drop page headings 
altogether. Their recent books have 
simply the number of the page above 
the square of type. To me this gives 
the book rather a bare look, yet that 
may be because I am not used to it. 
In the very successful illustrated edi- 
tion of ‘‘ Prue and I,’’ the Harpers 
went still farther. In that book there 
are no page headings and no picture 
titles and the e numbers are just 
beneath the type, instead of above it. 

_ All the newspapers, as far as I 
know, cling to old customs in the 
use of periods., The Springfield Re- 
publican, which is the handsomest 
daily in my acquaintance, occasionally 
has .a.head+line without a period, but 
that is because there is not room for 
it,on the lines The newspapers, how- 
“ever, are moving in the right direc- 
tion. Their advertisements, in par- 
ticular, are quieter in appearance than 
they were a few years ago. They are 
not_so apt to have as many different 
kinds of type as there are lines in 
them to distract the eye and are not so 
black and inky. 

Here are some other things that 
have got to go: ; 

THIS 
AND THIS 
———_+>—_—_ 

The first, a double rule—one heavy 
and one light line—is a combination 
that is especially unpleasant. Theeye 
cannot rest on it with any comfort. A 
single rule of a double rule with lines 
of the same width are all right, but 
this combination is all wrong. Their 
use was once very common in papers 
for page head-lines. Now you- find 
them mostly only in the advertising 
‘eolumnis, though once in a while they 

sget into the reading matter as tail- 
pieces to short articles. 

-The other contrivance is used alto- 
gether at the énd of articles and is 
only to be criticized because it is ex- 
tremely mechanical. A plain rule 
-without any spots on it would~ be an 
‘improvement. The Oxtlook, which 
has the most attractive make-up of any 


weekly in the country, avoids the use 
of such old-time mechanisms by sub. 
stituting an outline acorn. It has ag 
excellent effect on the appearance of 
their pages. In short, the less our 
papers are bound by the typographical 
conventions to the past the better. 

But, above all, see the economy to 
be found in the proposed reform. You 
will save wear and tear on periods, 
save setting them up, and you will 
save ink. It is told of a rich mer- 
chant that he always ordered his clerks 
to never in their writing cross a t nor 
dot an i. He was at the head of a 
large establishment, and he calculated 
that he saved hogsheads of ink during 
his lifetime by this rule. That ink 
saving played its part in building up 
his fortune. The moral is plain, and 
I here write without a period 

THE END 


UNINTENTIONAL SUBSTITUTION, 


Mrs. og Spratt 
Bought Anti-Fat, | 
Poor Jack aonaet Anti-Lean; 


But a mistake 
They chanced to make, 


With dire result here seen. 
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IT IS THE PAPER THAT 
IS MOST CAREFULLY READ 
THAT GIVES THE ADVER- 
TISER BEST RETURNS FOR 
HIS EXPENDITURE. 





The Sun 


IS ALWAYS MOST CAREFULLY 
.»-e READ.... 


Address: 


The Sun 


..NEW YORK.. 
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Ten Times Cheaper 


THAN CIRCULARS. 


PRINTERS’ INK reaches more than 20,000 
subscribers, and every mother’s son of them 
is interested in advertising. 

Through what other channel can a news- 
paper tell so many interested readers the 
story of its own value as an advertising 
medium ? 

“But space costs $100 a page, doesn’t 
it ?’’ says somebody. 

It does. But that is “dirt cheap.” It 
is cheaper even than circulars. Twenty 
thousand circulars take 20,000 stamps—$200. 
And the printing of circulars costs money. 
And where are you going to get the 20,000 
addresses to send the circulars to? And 
after all that trouble and expense, the cir- 
cular has a mighty slim chance of escaping 
the waste basket. 

One hundred dollars spent fora page ad 
in PRINTERS’ INK means one-half cent per 
reader—but hold on a minute. Probably 
an average of five people read every copy. 
That would put the cost at one-tenth cent 
per reader. 

So there it is!’ Circulars cost more than 
ten times as muchasa page ad in PRINTERS’ 
INK. And PRINTERS’ INK doesn’t go into 
the waste basket. 


WRITTEN BY BERT M. MOSES. 


DIA JIOW CACM 
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[This cut is a full-size representation of the Paper-Weight Clock. Case nickel plated. 
Clock weighs 1 Ib. 5 oz.] 





This is a trusty Little Clock ———— 
And a convenient Paper Weight. 


We have made several thousands of them for advertisers, with a brief 
advertisement on the dial. 

Our first customer was the Spéncerian Pen Co., whose card shows above, 
who took 1,500. 

Some advertisers have thought themselves unable to use them by reason 
of the small space upon the dial: -For such we have prepared a dial, leaving 
off the second-hand circle and using small Arabic figures. See fac-simile of 
one below. Advertisement is printed in red. Dial figures black. 








gime to Buy, 
NEVIUS & 
oe 





SHADE ROLLERS 
A word to the wise is 


“EFFICIENT 


@ 


We will furnish these clocks to you by the hundred, with your special dial, 
for $1.10 each, or by the thousand for $1.05 each, net cash. 


SETH THOMAS CLOCK CoO., 
49 Maiden Lane, - ~ - . New York. 
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= Washington 
Evening Star 


was clearly demonstrated in its recent 
‘*Pound Party” for the benefit of the poor 
of the city. 

Thousands and thousands of pounds were 
received. Many did not stop at pounds, but 
sent small and large sacks of flour, bushels 
and barrels of sugar, rice, potatoes, canned 
goods, hams, hogs, etc. 

It is the people’s paper, being delivered 
permanently to 82 1-2 per cent of the occu- 
pied houses in the city. 

The STAR is the only paper required to 
cover Washington City completely and 
effectively. 

It publishes every week a sworn state- 
ment of its circulation, and never deviates 
from its rate card. 

It is the oldest and best paper in Wash- 
ington, and has a larger circulation than its 
three daily contemporaries added together. 

























New York Representative : 
L. R. HAMERSLY, 
49 Potter Building. 
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The mee; 
“Purchasing Classes!” i 


A. T. STEWART, New York’s late merchant prince, said 2 $} 
that they were divided into three classes : The select 10,000, 
2 = the well-to-do 100,000 and the more or less prosperous million. ; 

Nine-tenths of all the fortunes are made from the trade of the S|; 
100,000 and the million, because they buy nine-tenths of all 4 
the goods that are sold. They are the people also who re- 
spond to the advertisements and who buy for cash and pay > | 
their bills promptly. The merchant, or any advertiser, who 
caters successfully to the 100,000 and the million will get all 
he cares for of the trade of the select 10,000. 


S\QOn~9 
The PHILADELPHIA 2 


ITEM! 


not only has the largest circula- 
tion of any Philadelphia paper, 
but it reaches, day in and day 


Dee Pe pe pve, pn. ten. fs fire fou pn pr for 
es SVeve ove 


out, the homes of ‘‘the 100,- $| 
ooo” and ‘‘the million” more : 
completely than any other z 


Pennsylvania newspaper. 
C\QO~9 é 
Ss. ¢. BECKWITH, 


Sole Agent Foreign Advertising. 


469 The Rookery, 48 Tribune Bldg., 
CHICAGO. NEW YORK. 














hata te aS tS tS Se tthe eS ik at 











Ces ae des i pte 
nes 











- osz= q 
ef De ed Te 
erat 
802, 


a 
a'ORpe 


Tt 1h 
TY 
ole. 


en 

) LY) 

ac anrae' 
KATH) 


= 
J 


m=pr° 
df Ie 
OUR at 


ty 


B=ple 
aos Qa 
Ress 

AT 


Se 
Sane®, ‘OMDASgOR 
PROER 


ARIS 


Me) Me) 


¢ 


+4 


es 


Pae's 
AK! 


s 
a 
‘oan 


LY) 
a 
rey 


EY ated phe) 
(Va Li ®, 
ate 


Comm prom — gro F 

(Trt bf Dit ed 

a ORDA Sasa n ee, 
RAT 


Game egcnmeey 
Baath 
RAT RTH) 


1 
metesce 
SEAT) 


a5 
pretoe 
REA 


vom 
y 
<6 


os— 
ee 
» 


Me) it 
CEES. 


2 





PRINTERS’ INK. 

























PAPER must have strong 
points, peculiar to itself, 
to meet with favor among 


St. Paul 
Globe 


<>—.Has Several. 
One, in particular. It is the 


Leading Democratic 
Daily of 
The Northwest. 


The authority on affairs Democratic. 


eee 
NEW YORK OFFICE: 


«512 Temple Court... 
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The 
Chicago Dispatch 
Is a Winner! : 


This fact never has been denied. It is admitted 
and acknowledged by the best journalistic au- 
thority in this country. 


/t has Broken all Records. ke 
* 


All journalistic achievements in the way of 
growth and influence have been surpassed by * 


Chicago’s youngest daily. = 
Why Does this Paper Succeed ? r) 
a 


* 

: 

x 

* 

x 

: 

* 

* 

z This is a question that can be answered very 
*& easily and in such a manner as to leave no un- * 
*& certainty. 

It is the Paper of the People. 

* From the day of its first issue it has been a con- 
* 
x 
x 
: 
* 
x 
* 
x 
: 
mex 


stant advocate of the people’s interests and has 
never wavered or retreated. 


Correct Principles are Behind it. 


It prints all the news all the time. It is Inde- 
pendent, Aggressive, Enterprising, Honest, Fear- 


x 
t 
less and Wideawake. > 


You can see this Paper Grow. 
Examine THE CHICAGO DISPATCH and 


compare it with its local contemporaries. It is 
ahead in news, in circulation, and in business 


support. 









* 
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ONE MORE CHAN 


for that Big Edition of the 


LOUISVILLE, KY., 


FEBRUARY 25tu, 


200,000 Copies 


AT THE REGULAR RATE OF SEVENTY-FIVE CENTS 


PER AGATE LINE. 
wer 


United States, thus : 


to California and from Minnesota to Florida. 


allows nothing to surpass it. 


eK 
CE 


Weekly Courier-Journal 


The regular subscription list issue is 145,000 copies every 
week. It covers the field as does no other political weekly in the 


ct tR were. ++sncsteadewser’ 34,722 
dain mente 21,454 
ES ee oe er 9,490 
Me cee Bos OR ca keelee 12,076 
a Bite id cs ae wcll 4,448 
ee aS ee ee ee: 7,262 
asa» Ae oS 6,662 


TOTAL CIRCULATION IN 
THESE SEVEN STATES, 96,11 
The remainder of its circulation covers territory from Maine 


THE LOUISVILLE COURIER-JOURNAL, Daily, Sun- 
day and Weekly, marks the high-water level of present day news- 
paper achievement. It reserves its pages for the very bést news 
and literature the market affords, and on the score of expense 


Der 
A. FRANK RICHARDSON, 
Chamber of Commerce, Tribune Building, 
CHICAGO. NEW YORK. 
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EXECUTED. 





The Daily News Almanac and Po- 
litical Register is the holiday issue of 
a publication carried in the United 
States mails under the neat, terse and 
euphonious name of 
“THE CHICAGO QUARTERLY OF THE 

CHICAGO ‘RECORD’ AND THE 
CHICAGO ‘ DAILY NEWs.’” 

Here is a picture of the Almanac 
issue, and beside it is a picture of the 
last regular issue : 





Be ere et nn i serecags 
This picture is no joke, and what 
is here set down is serious fact. Above 

the first conspicuous line, 
‘“ THE CHICAGO ‘ RECORD’S, 
there are printed on the periodical 
itself four lines in smaller type. Here 


is the text of those four lines in 
full: 

‘*The CHICAGO QUARTERLY of the 
Chicago Record and the Chicago Daily 
News. Published quarterly at Chi- 
cago, Ill., by the Chicago Daily News 
Co. Subscription price, $1.00 per year. 
Vol. 2, No. 1. Oct. 1, 1894. En- 
tered at the Chicago Post-Office as 
second-class matter.’’ 





It will be observed that the first 
twelve words ‘constitute the name of 
this peculiar periodical, and the last 
ten prove that it has passed the lynx- 
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eyed censors of the Post-Office ame paid 
ment at Washington, and received ap- 
proval from the power that excluded 
the Year Book issue of PRINTERS’ INK 
on an hypothesis, and issued an order 
afterwards to fit the case, which did 
not fit it, but happened to apply to the 
Christmas issue of .Puck and the New 
York World Almanac, with an exact- 
ness that caused those two excellent 
periodicals to become vigorous in their 
protests. Tosuch a degree did they 
cry out that the post-office order was 
suspended by telegraph so as to allow 
the fish so unexpectedly caught to go 
through the net unobserved. 

The publishers of the Chicago Record 
and of the Quarterly, with such a long 
name and such funny features, are 
honorablemen. Nonemoreso. They 
resort to the quarterly subterfuge 
merely because they must, or pay ten 
or eleven cents a copy for circulating 
half a million, or thereabouts, of their 
almanacs, while more shifty competi- 
tors were getting theirs through for 
one-eighth of that sum. The wrapper 
in which the Quarterly with ‘‘ funny 
features’’ came from Chicago to New 
York is pictured on the preceding 

e. It bears no postage stamp. 

The Washington Star Almanac, not 








being issued with ‘‘funny features,” 
has a five-cent stamp attached to the 
wrapper of every copy sent by mail. 
Not many people realize how much 
this funny business in the post-office, 
this making fish of one and flesh of 
another, interferes with general busi- 
ness and the business of publishers as 
well. It is to be hoped that the next 
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“sense. 
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session of Congress will take the mat. 
ter of second-class postage in hand and 
inject into it a little bit of common 
If the time should ever arrive 
when publishers can learn what their 
rights are, and be permitted to enjoy 
them without constant- nagging from 
the Post-Office Department, they will 
be quite willing and can well afford to 
pay any rate for transportation that 
Congress, in its wisdom, may demand. 
* x * 


In this connection it is interesting 
to know the reasons which led the 
Post-Office Department to exclude 
from the mails, as second-class matter, 
the issue of PRINTERS’ INK for No- 
vember 28th. Here they are in cold 


type: 
WasuincTon, D. €., Dec. 5, 1894. 

I am directed by the postmaster-general to 
acknowledge receipt of your communication 
of the 3rd inst., and to state in reply that 
after giving your representations a carefu 
consideration. he sees no reason for modify- 
ing his decision that the Printers’ Ink Year 
Book, containing 512 pages, and consisting 
wholly of a compilation from the American 
Newspaper Directory and advertisements of 
your own business and that of others, is not 
a legitimate regular issue of Printers’ Inx, 
which purports to be published weekly at 
the rate of $2.00 per annum. In rendering 
this decision the postmaster-general does not 
propose discriminating against the publish- 
ers of Printers’ Ink, as is evidenced by the 
issue of a general order relating to irregu- 
lar issues of second-class publications, a 
copy of which I inclose for your information. 

r beg to acknowledge also the receipt of 
your letters of December 1 and 3, addressed to 
myself, The decision and order of the post- 
master-general in the matter of the Year 
Book renders a discussion of the case by this 
office unnecessary. The postmaster at New 
York has been instructed to require third- 
class postage on the Year Book, but to allow 
regular issues of Printers’ Ink to pass in 
the mails at the pound rate of postage. 

Very sogecttany, 
ERR CRAIGE, 
Third Assistant Postmaster-General. 

The fact that the contents of the 
Year Book issue of PRINTERS’ INK 
do NOT consist of what the depart- 
ment asserted, cuts no figure, for the 
postmaster-general is the judge to de- 
cide all matters of fact, and if he says 
that chalk is cheese no court has power 
to review his decision. This was set 
forth in the communication of Attor- 
ney Thomas Jackson ina ‘‘ Lawyer's 
View,” appearing in PRINTERS’ INK of 
January 23d. Mr. Jackson said: 

The pean” op aes has no power to 
establish classes in the mails. He may pre: 
scribe rules for the determination of the class 
to which any particular matter belongs, but 
these must agree with the classification es- 
tablished by Congress. € may not admit 
as second-class periodicals bound in ‘“ boards, 
cloth or leather.” If, however, he decides 
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that board or cloth is paper, or that paper is 
board or cloth, his decision would have to 
stand; for he, and he alone, decides every 
question of fact in his department, and no 
court will review his decision. Further than 
this, the decision of his lowest subordinate 
may stand as that of the postmaster-general 
until, step by step, it is brought to the real 
head ; and when there it is the department 
clerk and not the interested party that has 
the postmaster-general’s ear. 

At this point it becomes interesting 
to again note the issue of the Chicago 
Quarterly, to which the post-office 
offers no objection. That publication 
actually does consist ‘‘wholly of a 
compilation from the” Chicago Record, 
and every advertisement in it is an 
advertisement of the Chicago Record. 
The foot line printed boldly on the 
first cover reads : 

‘*REPRINTED FROM THE CHICAGO 

‘RECORD.’ PRICE 25C.” 

The Post-Office Department does 
not exclude this book on the grounds 
set up as sufficient for excluding the 
Year Book issue of PRINTERS’ INK, 
and there is no existing law or regula- 
tion which permits the exclusion of 
any periodical on the ground stated. 

Mr. Craige’s letter contains the fur- 
ther statement: ‘‘In rendering this 
decision the postmaster-general does 
not propose discriminating against the 
publishers of PRINTERS’ INK, as is evi- 
denced by the issue of a general order 
relating to irregular issues of second- 
class publications, a copy of which I 
inclose for your information.” 

It has been already shown that this 
. “general order,’’ issued to fit the 

case of PRINTERS’ INK, although fail- 
ing to do so, did exactly fit the World 
Almanac and Christmas Puck, and as 
they were fish not intended to be 
netted, the operation of the order was 
suspended by telegraph from the de- 
partment so as to let these go through 
at a cent a pound: but the New York 
postmaster, having twice been sat 
upon by the department for decisions 
in favor of justice to PRINTERS’ INK, 
did not deem it wise to interfere 
any more in its behalf without special 
permission from headquarters. 

The second paragraph of Mr. 
Craige’s letter speaks of a discussion 
being made unnecessary. The matter 
there referred to had reference to a 
communication by the department to 
the publishers of PRINTERS’ INK, warn- 
ing them that to be guilty of ‘‘ further 
irregularities” might jeopard the right 
of the paper to be carried in the 
mails at second-class rates. Being 
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anxious to know how information 
might be obtained as to what would 
be deemed an irregularity, since the 
New York postmaster was not found 
competent to decide, the publishers of 
PRINTERS’ INK had. made inquiries of 
the department, and although they 
have not ceased to inquire, the de- 
partment seems to have ceased to at- 
tempt to answer. This is a circum- 
stance very much to be regretted. 





NURSERIES AND ORCHARDS. 


A NEWSPAPER WITH NEARLY HALF A 
MILLION SUBSCRIBERS FOR WHICH 
NOBODY IS KNOWN TO SUBSCRIBE. 


From the New York Store, of Louis- 
ville, Kentucky, PRINTERS’ INK has 
received the January issue of Mur- 
series and Orchards, the four-page pa- 
per published by Stark Bros.’ Nur- 
series and Orchards Co., Louisiana, 
Mo. Two-thirds of one of the pages 
is filled with an advertisement of 
Stark Bros.’ business, and throughout 
the paper there are frequent references 
to the firm and the goods it sells. 
On the first page the statement is 
made that the November issue consist- 
ed of three editions of 425,000 copies, 
and that the January number com- 
prises 400,000 copies. Nurseries and 
Orchards is not enough of a periodical 
to impose upon the publishers of 
newspaper directories. It is not cat- 
alogued in any publication of this 
class, but it is allowed to go through 
the mails at one cent a pound, and 
the Post-Office Department knows all 
about it, too. The following refer- 
ence to this publication appeared in 
PRINTERS’ INK of December 26th, 
being copied from the Louisiana, 
(Mo.) Press, a friendly publication 
justly proud of the great nursery 
enterprise that has ‘‘ grown up in his 
midst ’’—so to speak : 

The mail clerks on the Burlington and C. 
& A. routes say that the Stark mail makes 
their routes the hardest to work of any lead- 
ing out of St. Louis or Kansas City, and 
some of the boys “‘ cuss a blue streak ” eve’ 
spring and fall about the Stark Bros.’ mail. 
Last fall, when a big rush of lists was going 
out, much of the mail was stamped “ Rush. 
The Burlington train was late, running sixty 
miles an hour making up time, when an old 
fellow asked the conductor why they were 
running so fast. He replied: “We are 
carrying the Stark Nursery mail and it is 
stamped ‘ Rush.’”’ 

An interesting story is also told of 
the experiences of Congressman 
Champ Clark, of Missouri, who had 
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occasion to visit the Post-Office De- 
partment at Washington to protest 
against some lack of promptness in 
attending to the business of these pub- 
lishers. The department urged that 
the amount of mail matter seemed 
very large. Tothris Mr. Clark prompt- 
ly responded that nothing was too large 
for the ‘‘ Stark Nurseries.” 

Without doubt, Murseries and Or- 
chards is interesting to those who re- 
ceive it, but why should Messrs. 
Stark Bros., who are big enough to 
command the services of a Congress- 
man, possess a privilege that is denied 
to smaller seedsmen and dealers in 
their own neighborhood and else- 
where? Out of all the 825,000 copies 
mailed in two months, PRINTERS’ 
INK has reason to believe that a list 
approaching 5,000 names could not be 
made up of those who sent their 
money and expressed a wish to have 
the paper, and would not be surprised 
to learn that such a list could not be 
made to count 500 or even 50. 
Gentlemen of Congress, will you not 
give this postal law a little attention? 


1 Cea eatin 
WANAMAKER REGULATIONS. 
Printers’ Ink, published in New York, is 

responsible for more orders from the Post- 

Office Department, harmful to all publish- 

ers, than all other causes combined.—Se- 

dalia (Mo.) Gazette. 

This all came about from the fact 
that Postmaster-General Wanamaker 
had a bad temper. Finding that no 
law existed under which he could 
persecute PRINTERS’ INK, in punish- 
ment for its criticisms of his official 
acts, he attempted to create regulations 
to fit the case. He made a mess of 
it, as tyrants generally do. Let Con- 
gress give us a law that will extend 
the same privileges to all that any 
publisher may obtain. Let us do 
away with influence and favor, and 
conduct the postal business on busi- 
ness principles. The law, as it stands, 
is not so very bad, if it could be car- 
ried out as intended, and divested of 
the thousand and one regulations 
cooked up to fit special cases—a ma- 
jority of which fail to fit. 


~~? 
AT ONE CENT A POUND. 


This is a picture of a periodical 
*fentered at Paterson, N. J., post- 
office as second-class matter.’’ The 
original is twice as long as the picture 
—about ten inches ; the width appears 
to be about three inches. The size 
and shape are about that of a deed or 
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mortgage as usually folded. It is a 
novel but practicable form for a peri- 
odical that one might desire to carry 
in the pocket, and is worthy the atten- 
tion of such as aim at something new. 
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: Young , 


Men 


ad . 





JANUARY, 1895. 


. ‘Young Moeo’s Christian Association, 
s PATERSON, N. J. 


d 


The size of PRINTERS’ INK being 
novel, in its time, filled post-office 
employees at the Department at Wash- 
ington with fear and dread. What the 
verdict will be when these people get 
a look at this Young Men’s Christian 
Association production is not hard to 
foretell. It will be strange if the same 
practical genius that insisted upon ex- 
cluding Bradstreet’s from the mails be- 
cause it bore a name that the public 
recognized as belonging to a mercan- 
tile agency, does not call the Paterson 
postmaster to account for distributing 
Our Young Men at one cent a pound. 














NINETEEN MILLION DEFICIT. 


Silas N. Giddings, of Brooklyn, after a 
consultation with an assistant postmaster- 
general, informed the Brooklyn Zagie cor- 
respondent that the Post-Office Department 
had run $4,000,000 behind in the first four 
months of the year, and that this enormous 
deficit was beyond anything the officials had 
anticipated. A deficiency of $16,000,000 in 
the year would be beyond all precedents. The 
Post-Office Department believes that some- 
thing must be done to rectify this condition 
of affairs at once. It attributes the large de- 
ficit to the fact that the mails are burdened 
with matter paying one cent a pound that 
costs the government seven cents a pound to 
carry. Of the 451,000,000 pounds of mail 
matter sent through the mails last year 299,- 
000,000 ounds were second-class matter, on 
which the government received only one cent 
per pound, notwithstanding the fact that it 
cost seven cents per pound for transportation 
alone, not to speak of the cost of handling it 
after it reached the different points of desti- 
nation. The department lost about $19,000,- 
ooo on second-class matter during the year 
over and above what it received, but the profit 
on letter postage reduced the deficit to about 

000,000, his year’s deficit, if things are 

lowed to go on as they are, will double this 
figure.—New York Press, Jan. 30. 

For twenty years, or thereabouts, 
this condition has been growing. The 
department is snowed under with 
printed matter. Cheaper paper and 
Improved presses intensify the diffi- 
culty. The present rate on printed 
matter is absurdly low. The distinc- 
tions that the department attempts to 
make cause bad feeling, work injus- 
tice, promote dishonest courses, but 
do not abate the evil one jot. The 
only way out of the second-class post- 
age muddle is a uniform rate on all 
printed matter in flexible covers, and 
that rate should be 3 or 3% cents a 


pound. 








Applicant for Situation—I can do anything 

ut set type or run a press about a newspa- 
per office. 

Circulation Manager (very funny)—How 
are you on circulation lying 

A. for S.—Well, I worked ten years on a 
suburban daily, 
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WHY THE ADVERTISING OF A NEW 
YORK HOUSE WAS RECOMMENCED, 


After three years silence the firm of 
E. A. Morrison & Co., dealers in dry 
and fancy goods at 893 Broadway, have 
recommenced advertising (?). This in- 
dicates a change in management which 
is interesting. The new manager, Mr. 
C. T. Bauchman, has taken charge 
with the idea of duplicating the suc- 
cess he achieved while manager of the 
great store of William Donaldson & 
Co., of Minneapolis. His agreement 
with Morrison & Co. specifies that he 
shall be permitted to employ newspa- 
per advertising at his own discretion, 
and it was only on this condition that 
he consented to undertake its manage- 
ment. His first play was to cut off all 
theatrical programmes and other spe- 
cial mediums in which the firm was 
spending money. It is related that 
the day after he sent out his orders 
of cancellation to the theatrical pro- 
gramme people, one of these gentle- 
men came in and asked Mr. Morrison 
if he had discontinued because he had 
not received a. sufficient number of 
theater tickets. ‘‘If you want more 
tickets, why, just say so,” said the pro- 
gramme man. But even this strong 
inducement was not sufficient to pre- 
vail against the superior wisdom of 
Mr. Bauchman. 

PRINTERS’ INK’s reporter found the 
Minneapolis gentleman standing in the 
middle of his store contemplating a 
good-sized crowd of customers. 

‘‘Yes, we are going to advertise,” 
Mr. Bauchman said. ‘‘Some years 
ago this firm tried what they called the 
experiment of advertising. I guess 
they scarcely tried it in the right way, 
for it did not bring profitable results, 
and they stopped ; but with us in St. 
Paul it acted differently. In five years 
advertising increased the business of 
Donaldson from $750,000 to $2,000, - 
ooo annually. 

‘I think L. S. Donaldson is the 
best advertising writer I ever knew. 
He uses half pages, and will sit down 
and block out in an hour an advertise- 
ment that will fill the store the next 
day. We have not planned to use half 
pages here, but shall go into the New 
York dailies wherever our business 
permits. Owing to the limited num- 
ber of articles in which the firm deals, 
we cannot advertise profitably at all 
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is our 


times in the year(?). Here 
opening advertisement. It appeared 
in the Mail and Express and the Post, 
which, as we are dealers in high-class 
ope we consider excellent media 
or our business.’’ 

Mr. Bauchman showed the reporter 
the advertisement he referred to. It 
was an ad of the semi-annual sale of 
fine cambrics, and gave merely goods 
and prices. 

““You believe, evidently, in the 
Lord & Taylor idea of merely names 
and figures?’’ 

‘*Oh, not necessarily,” replied Mr. 
Bauchman ; ‘‘ our next ad will proba- 
bly contain considerable description. 
I believe in descriptives. This ad has 
brought us immediate results, which 
has more than justified my belief in 
advertising. I like the New York idea 
of making up ads. In Minneapolis 
we made up our own ads and furnished 
them to the papers. Here the papers 
themselves seem willing and anxious 
to do all they can to aid us in this di- 
rection. This ad was set up by the 
Postand the Mail and Express. Llike 
the Mail and Express setting better. 
I know very little, however, about 
writing ads, as that is the province of 
the advertising man. This is the first 
one that I ever wrote for myself. How- 
ever, I think I know what kind of ads 
will sell goods and I leave it to the 
advertising agent and the newspapers 
to furnish me with ads of that char- 


acter.” 
——c-_+oo>—__—_ 


CO-OPERATIVE ADVERTISING. 


Various systems of advertising 
throughout the different towns, in co- 
operation with the local merchants, are 
now resorted to with marked success 
by many large advertising firms. By 
this means the expense is diminished 
for both the foreign and local firm, 
while the value of the advertisement 
to each is not in the least diminished, 
but rather increased, since each proves 
a recommendation to the other. 

The local firm is thus often able to 
get a circulation which would be im- 
possible under any other circumstances. 
He also gets his advertisement: before 
the public in the most attractive way 
possible, since the advertising matter 
of the larger patent medicine firms is 
usually lithographed in the best style. 

Lastly he gets the greatest circula- 
tion and most ornamental ads at the 
Zeast expense. The reason is evident. 
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These three items are bound to be con- 
sidered by every judicious advertiser, 
and it is readily seen that each is pos- 
sible to both the local firm and the 
foreign under a co-operative scheme, 
While this plan of advertising very 
materially lessens the expense of the 
patent-medicine firm which gets out 
the circular, it by no means lessens 
the value or force of its advertisement, 
the ads of the local merchants rather 
serving to give the foreign firm pres- 
tige in the community than otherwise. 
This plan of advertising, though com- 
paratively in its infancy, is certainly 
destined to grow, and will doubtless be 
eventually adopted by all the leading 
advertisers in the United States. 
Lioyp R. IRELAND. 








WESTERN AGENTS OF EASTERN 
PUBLICATIONS. 





Chicago is gradually showing a dis- 
position to reciprocate the special 
agency attention of its Eastern rival. 

Western representation for Eastern 
papers is just as much a certainty of 
the future as Eastern representation of 
Western papers is an emphatic reality 
of the present. 

This is obvious enough. Western 
advertising is increasing, and Eastern 
publishers want more of it. With 
Fairbank (Cottolene and Gold Dust 
Washing Powder), Armour, Cudahy, 
Swift and a dozen more large adver- 
tisers in Chicago or near Chicago, the 
field is becoming alluring. The Forum 
already has a representative at Chicago, 
in the person of Mr. Spaulding, who 
used to be with Mr. Presbrey when he 
was manager of Public Opinion, while 
MacClure’s has been represented by 
C. B. Hull, formerly advertising man- 
ager of Boyce’s Lists, for about a year. 
Mr. Hull has sent so much business to 
MacClure’s recently that the Review of 
Reviews and the Churchman have made 
him their Western representative on a 
basis showing great confidence in the 
Chicago field and Mr. Hull’s ability 
to improve it to the utmost. 

ADDISON ARCHER. 





APVERTISING now and then, 
Of course, is beneficial ; 
But advertising all the time 

Bespeaks a mind judicial. 


The truest, surest, quickest way 
To make a grand success 

Is by advertising every day, 
The public do the rest, 
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ORIGINALITY SELLS WOOD. 
One would hardly imagine that plain 
fire wood could be a theme for a racy 
ad every week, but out here in Central 
Wisconsin it has been proved by the 
doing. An original genius came into 
possession, by inheritance, of a valua- 
ble estate of some 300 acres, of which 
something more than half was wood- 
land. He determined to trim the 
forest without ‘‘clearing” it, and sell 
the wood at a fair market price, with- 
out entering into an underselling com- 
petition with others, who had as good 
a right to live as he. Fair play all 
around was his motto. He went to 
each of the papers in the adjoining 
city—3,500 population, and in each 
inserted a different ad. No ad ap- 
peared more than once. The heading 
remained the same in heavy head 
letter, but the body of the ad was new 
every week. Here area few specimens: 
WooD. @ WOOD. @ WOOD. 
OAK WOOD, ASH WOOD, 
DRY WOOD, GREEN WOOD, 
HARD WOOD, SOFT WOOD, 
SEASONED WOOD, TOUGH WOOD, 
EASY WOOD AND GOOD WOOD, 
TAMARACK AND BASS WOOD; 
AND WOULD YOU BELIEVE IT? 
ALL CUT INTO STOVE WOOD. | 


The ad immediately attracted at- 
tention. The innocent play on the 
principal word, without punning, 
“caught on,’’ and before the week 
was done he had orders for 100 cords. 

Then came different brands of wood: 
“Gilt Edge,” especially for the cook 
stove; ‘‘ Lover’s” brand, which was 
‘“‘warranted to burn brightly until 
eleven o'clock, when it deliberately 
went out, and the other fellow went 
out, too.” This one pleasant and 
shrewd remark added fifty cords to his 
list. The ‘‘Cyclone” brand was de- 
scribed as being composed of knots and 
gnarls, and devoted to furnace work. 

Four or five weeks went by without 
any snow and he made an appeal : 

O snow, snow, beautiful snow, 
Don’t you, don’t you, don’t you know 
ow ycu’re wanted here below ? 
My gilt edged wood is suffering bad, 
nd shivering in the cold, is mad; 
It really is too terribly bad ! 
O snow, O snow, O snow, 
Why don’t you, don’t you, don’t you go 
(I mean come) when wanted so? 
The storm king winked his weather eye— 
“You soon will know the reason why ; 
I’m oiling my blizzard in the sky. 
“Your mustangs will soon get a glorious start, 
And deliver your wood in the city’s mart, 
Where the sparks will fly like cupid’s dart.” 





at 


During the week there was a heavy 
storm and the following appeared : 


“*T told you last week I was oiling my bliz- 
zard, 
And you readily see I have kept my word ; 
I have scattered the snow from * A’ down to 
‘izzard,’ 
And forest, and prairie and woodland are 
stirred. 
“* Now bring out your axemen and call out 
your teamsters, 
And gird up your horses and oil up your 


sled ; 
Pile high up the branches, the trunks, logs 
and tree butts, 
For the storm king and winter have finally 
wed. 


** Now shout, and away from the depths of 
the forest, 
And steam up your saw with its fiercely 
fanged zi-i-ip ; 
Then hie you away tothe city’s chief market, 
Sell the wood—coin the dollars—hip, 
hurrah, and a hip.”’ 


His orders increased beyond his 
capacity to fillthem, and at the highest 
market price. 

Not only has he received orders in 
abundance for wood from his yard, but 
orders are coming for the writing of 
ads for other parties. 

He still keeps on, and his ads, new, 
fresh, and sparkling, are eagerly looked 
for every week. 

CHARLES ROLLIN BRAINARD. 


—— +o, 
CALENDAR ADVERTISING. 

Does calendar advertising pay? That is 
the question. During the past month so 
many calendars have reached this office that 
we are impelled to reflect on the wisdom of 
this kind of advertising. : 

The main object of the annual distribution 
of these souvenirs is to keep the advertisers 
before the public, so that ‘he who runs may 
read.”” Now we maintain that the thousands 
of calendars sent out by piano manufacturers 
and others last month never accomplished 
the result hoped for. Go where you will to- 
day and you will find every house, great and 
small, sending out calendars. They cannot 
all be used. o manufacturer or dealer is 
disposed or can give each one a prominent 
place in his business office or store, hence 
the majority are relegated to the waste paper 
basket. Costly matter, mighty costly, too. 

There must be quite a vast sum of money 
= ge in these tributes to the New Year, for 
the majority of the calendars received by us 
are exceedingly artistic. Indeed, many of 
them are gems of the lithographers’ and typo- 
graphers’ art. They have, however, to take 
their chances in competition with those sent 
from the stationers, banking and insurance 
houses and innumerable other mercantile 
concerns. One stands the chance of being 
selected from many—but it is simply chance. 

Hence it is pertinent to ask: Ane this 
style of advertising pay? We hardly think 
so. Too many spend money in that way to 
make it effective. If the amount of mone 
spent for calendars were placed in other ad- 
vertising channels, better results could as- 
suredly be achieved. Yet this custom has 
soaveliail, and we suppose will prevail ad in- 
finitum. A business establishment with a 
definite business policy can perhaps be 
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credited with knowing what is best in this 
connection. Yet the observant members of 
the trade who have paid attention to this 
matter will concede that not one-fourth of 
the calendars sent out are utilized as in- 
tended.—Music Trade Review. 


——— +0, 
THE CHICAGO TIDAL WAVE, 


A communication containing a novel prop- 
osition for a billposting and advertising 
contract was received by the Board of Alder- 
men from C. S. Houghtaling, of ‘ Hotes”’ 
National Advertising Service. He offers for 
the sole right to paste, post, paint, and other- 
wise display all styles of signs, posters and 
other outdoor advertising within the city 
limits, to pay the sum of 3 0,000 a year, the 
contract to for a term of ten years. The 
proposition contains provisions for the sole 
right to erect around each lamp post, tele- 
phone pole, or electric light post a billboard 
not more than ten feet high and three feet 
square, to be paid for in addition to the above 
amount at the rate of $5 a year for each 
post so used. It is also offered that for the 
privilege of using for the same purpose all 
property known as bulk-heads, bridges and 
other property exclusive of public parks and 
buildings, he will pay in addition to the above 
offer at the rate of $1 a year a lineal foot.— 
Chicago Inter-Ocean, Jan. 15. 


eS 
AGRICULTURAL ADVERTISING. 
SPRINGFIELD, Ohio, Jan. 19, 1895. 
Editor af Printers’ Ink: 

Some weeks ago a correspondent of 
Printers’ Ink asked why more attention was 
not paid to agricultural advertising in its 
pages. This is a question that has occurred 
to me more than once when I have had oc- 
casion to seek for some model or hint in re- 
mee to this class of advertising. I think I 

ave read about every copy of PrINTERS’ INK 
that has ever been published, ads and read- 
ing matter alike, and with equal interest, but 
Ido not remember that I ever saw any at- 
tempt at a model for an agricultural adver- 
tisement in it. 

The editor, at the time the letter above re- 
ferred to was published, asked who was com- 
petent to conduct a department devoted to 
agricultural advertising, and the silence that 
has prevailed since that time has been pro- 
found. I think there are very few men in this 
country, who are experts at ad writing, who 
have had the practical experience that would 
give them an insight into the merits of agri- 
cultural implements which they could use in 
the writing of an ad. I was brought up a 
farmer and it has been but a very short time 
since I left practical farm work for an edi- 
torial position, and I have had but little ex- 
perience in writing agricultural ads. I have 
managed the advertising for a factory that 
sold its products to farmers almost exclu- 
sively, and have tried my hand at catching 
the attention of that class with fair success, 
I think, but never but once did I find myself 
in a position where a very great deal de- 

nded on one effort in this direction. While 
in a Chicago office the business manager of 
the paper Twas on got an order for a double- 
column six-inch ad from a plow company. 
The order said: ‘‘ Use the cuts you have 
with inclosed copy.’’ The order was received 
the day the paper was to go to press, and the 
copy referred to was not inclosed. The busi- 
ness manager came to me and related his 
troubles. e wanted to please the plow 
company, for they used a lot of space, and 
he had not time to get copy for the ad even 
if he wired for it, and he asked me to write 








the ad, saying he preferred to run one free to 
losing them, and as the season was growing 
late he wanted to have their ad appear sure, 

I hastily ran over a file of PrinTeErs’ Inx, 
but found nothing there to help me except 
in a general way. Then I sat down and 
imagined I was back on the farm and about 
to buy a riding plow. I tried to think of all 
the good points in such a plow and what argu- 
ments would prevail on me asa buyer. Then 
I hunted up the catalogue of the company 
who make the plow I was going to advertise 
and found how many of these good points 
were claimed for it. Then I got proofs of 
the cuts and began by saying: 


“* He who by the plow would thrive 
A Daisy Clipper will ride and drive,” 
Daisy Clipper was not the name of the plow, 
but that will answer for present purposes, 
After evolving this Soadiedl pepantinens from 
“* Poor Richard,” I went in strong on the good 
points the plow possessed and said nothing 
about its weak points. I said frankly that 
there was not a poor riding plow on the mar- 
ket, but while buying it was just as easy and 
cost no more to get the best, and that the 
Daisy Clipper was the best, giving reasons 
with as much detail as the space allowed. 
The paper went to press and ina few days we 
got a letter from the low company asking 
who wrote that ad. Phe business manager 
brought the letter to me and I wrote them 
pleading guilty, and saying I was sorry if it 
was not all right and explaining the circum- 
stances, a matter which had been neglected 
by the business end. In due course I got a 
very complimentary reply and a request to 
continue the ad. 

This showed me that the company was sat- 
isfied and I have reason to think that there is 
room for experts in this line as well as any 
other, though I lay no claim to being an ex- 

rt. I just happened to know in this case, 

y long years of experience at the plow tail, 
what I would want if I were buying a plow, 
and used the arguments that would have had 
an effect on me. As editor of an agricult- 
ural paper and as one who is somewhat in- 
terested in advertising as an art, I notice 
about all the agricultural advertising that is 
placed in this country, and I must say that 
in my opinion a great deal of it is profoundly 
bad. I believe makers of agricultural im- 
plements are behind the times, and that this 
is the reason that most of them do not get 
better returns for the space they use. They 
have fallen into a rut and until they get out 
of it they will not receive the benefits they 
should from the money they spend. 

MILLER Purvis, 
Editor Farm News. 


Classified Advertisements. 
Advertisements under this head, twolines or more 
without display, 25 cents a line. Must be 

in one week in advance. 
WANTS, 
Gr HOUSEKEEPING. Ads. 








Goon HOUSEKEEPING. Ads. 

A™® VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 

A*® VICK’S MAGAZINE, 200,000. 38 Times 


Building, N. Y. 
DS. VICK’S MAGAZINE, 200,000. 38 Times 
Building, N. Y. 
DS. VICK’S MAGAZINE, 200,000. 38 Times 
4 Building, N. Y. 
‘THE CANADIAN ODD-FELLOW, Montreal, 
Que., wants N. Y. representative on ads. 
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Au values Columbian stamps (except 2c.) want- NEWSPAPER INSURANCE. 
ed. CRITTENDEN & BORGMAN CO., Detroit. 


ye... —gmall half-tone cuts, Send proofs 
d prices. DUPORT, North ElmSt., West- 
, Mass. 
YEND printed circulars, culars, postals and b poem, 
all different names, to Room 400, 95 William 
St., 4th floor, and get ten cents a hundred. 


PEST Class, | experienced obvestiing solicit- 
or. Liberal inducements to right man. Call 
$to5p. m. on DR. JENNINGS, 93 Clinton P1., N.Y. 


Grvarion WANTED — Simm by a young 
man of 5 years’ p MILLE Can give refer- 
ences. Address O. B ILLER, ‘Bellefontaine, O. 


T= new No. 6 Remington Standard Ty; 
writer. vig oe one who has seen it! 
want every one to know about it. WYCKOFF, 
SEAMANS & BENEDICT, 327 Broadway, N. Y. 


USINESS woman of ability, with sufficient 
knowledge of the advertising business to 
know that she would prove a successful solic- 
itor, desires a position with some ‘e— paper on 
commission. Address, with ful Y ee 
“ABILITY,” P. O. Box 672, New York 


B BUSINESS MEN, 

Are you willing to add $6.50 to the cost of 
your circular or booklet for an original, artistic 
and interest-inspiring cover plate, if it insures 
the attraction of widespread attention! Sketch 
sent on approval—no a if not accepted. 
W. MOSELEY, Elgin, I 


For the past eight years I have done = L.4 
advertising, amounting to over $30,000 

year, attended to some of the more “tice —_ 
correspondence, had charge of all the printing 
devised metnods of keeping accounts, and had 
entire oversight of from twenty to forty clerks 
for the corporation by which Iam still employ- 
ed. I would like to change if satisfactory terms 


could be made. Address “EFFICIENT,” care 
Printers’ Ink. 
A! FAIRLY educated youn young man, age tw 
two, desires position of responsibility wi h 
paper. Has had one year’s experience in 
and four in business department of a 
Setrupolitan ¢ laily 
With a little instruction can 4 fill al- 
meet an a position connected with the business 
| 
of ‘references and bond furnished. “ B.2,” 
Box 672, New York. 
+> 
NEWSPAPER CORRESPONDENCE. 
y JEEKLY letter, $5. W. C. MORTON, Cleve- 
land, Ohio. 


ADDRESSES AND ADDRESSING 


CENTS gets our sub. list ; gummed r, 
50 1,600 names. DEMOCRAT. Albion, Ind. 


L= ERS bought, sold or nies, Big lot 
4 to rent, all Fxinds, either ADVERTIS- 
ERS’ LETTER BUREAU, 447 Oth : Ave., N.Y. 


THE ADDRESSOGRAPH will print 2,000 names 

in one hour. Get oon of its work. 
BLACKMER BROS. & CO., R. 41 E. Indiana St., 
Chicago. 





I ETTERS bought, sold or rented. Valuable 
4 lines of fresh letters always in stock for 


rental. Write for lists and prices. Medical (o 
ters a specialty. A. LEFFINGWELL & CO., 112 
Dearborn St., thicago, Til. 


ILLUSTRATORS AND ILLUSTRATIONS, 


QOLID TYPE talks in GOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


QOLID TYPE talks inGOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


[ELostR’p features for ayy rs and advrs. 
HARPER ILLUSTRATING SYN., Columbus,O. 


ANDSOME illustrations and initials for mag- 
—, a soy i printing, 5c. 


cuts 34 AMERI- 
Ban’ 1) TLUSTRETING CO. Newark, N J. 


Forn ITURE HOUSES—Why not use up-to-date 

illustrations in place of old-time “stock 
cuts”! Drawings from photos, 75cts. R. L. WIL- 
LIAMS, 83 Loan & Trust Bldg., Washington, D. C, 











HE YANK, Boston, Mass., wards off business 
death. 60 000 monthly. 


———__<+o+—___——_ 
STREET CAR ADVERTISING. 
J OENSON’S figures are never beaten. 


(B46. SIDNEY SMITH, Spokane, Wash’n. 
Bz J. JOHNSON, 21 Broadway, New York City. 


FOR Street Car ~ Advertisin; 


everywhere 
GEO. W. LEWISCO., Girard Bid 
re 


g., Phil’a, Pa. 








PREMIUMS. 


A DVERTISE in the Portland, Oregon, daily 
and Sunday Sun. 
TICK’S MAGAZINE (200,000) is an attractive 
premium. 38 Times Building, % J 
TICK’S MAGAZINE (200,000) is an attractive 
premium. 38 Times Building, N. Y. 
7 ICK’ a aa (200,000) is an attractive 
ay um. 38 Times Building, N. Y. 
Vs Ss MAGAZINE (200,000) is an | en 
remium. 38 Times Building, N 


Novenry Button Fastener, ones to ex- 
change for Se eTeuTs apace. Send weepy 
of paper. J.C. TOWNSEND, Minneapolis, M 
W* have the best premium or ard re 
my on earth — utility and = con- 
Send 15 cents for sample and X oes 
we 3. RUSSELL, Mfgr., Se N. 
+o 
ELECTROTYPES. 
foo i MAGAZINE, N. Y. Has all sorts of 
floral electrotypes. 
TICK’S MAGAZINE, N. Y. 
floral electrotypes. 
71CK’S MAGAZINE, N., Y. 
floral electrotypes. 
TICK’S MAGAZINE, N. Y. 
floral electrotypes. 
p*z; 1.50 and get our best half-tone portrait. 
Write rf your wants. 


kinds of cuts at tir as Ok: 
Cc 
GRAVING CO., 185 Madison Madison St.. Chicago. 
6 ie best ad can be spoiled spoiled by a poor ) rinter. 
We display ads so they will catch e he ere, 
and also furnish electros dress 
STON, Printers’ Ink Press, 10 Spruce we “y' : A 


70U oy ba nag your own ads, but one one: 


can’t make your own C 
Think o of. us; y$1. 50 for best half tone cut ; Horo 
like that and work the best. CHICAGO PHOTO 


ENGRAVING CO., 185 Madison St., Chicago 





Has all sorts of 
Has all sorts of 


Has all sorts of 


—___ +o 
MISCELLANEOUS. 
Goo HOUSEKEEPING. Excellent. 


Goo HOUSEKEEPING. Excellent. 
Vices MAGAZINE Al + 1—0= 200,000. 
yrs MAGAZINE Al + 1 —0= 200,000. 
yrs MAGAZINE Al + 1 —0— 200,000. 
yick’s MAGAZINE Al + 1— 0 — 200,000, 
[HERE iss is another daily in Portland, Oregon— 


END anes photograph tograph and 35c. and receive 
& 42 a photos. G. FAIRFIELD, Wind 
ap, P. 
66 ™ her Post-INTELLIGENCER Seattle has one 
of the four creat papers of the Pacific 
Coast.”—Harper’s Weekly. 


REAT BRITAIN to California, Mexico to 

¥ Canada, you will find the best buyers using 
Macey’s prize system a keeping cataloru 

uotations, circulars, e Neat book all ‘about it it 

or l0cents, FRED MACEY, Grand Rapids, Mich. 








24 


PAPER. 


——— & CO. (CO. furnish the paper for 

ais suaeasene. e invite correspond- 

ence with reliable ean regarding paper of all 
kinds, 45 Beekman S8t., New York. 


PRESSWORK. 


F you have a Jong run of presswork it will 

you to consult us. t pressroom 

in the éi city. Best of work. ‘Ost a aa 
prices. FERRIS BROS., 324-330 Pearl St., N. 


> 





BILLPOSTING AND DISTRIBUTING. 


Vicks 200,000 beats billposting, coz it’s per- 
manent. 


yick’s 200,000 beats billposting, coz it’s per- 
manent. 


V ICK’S 200,000 beats billposting, coz it’s per- 
manent. 
vue: ~ eed beats billposting, coz it’s per- 
manen 
«a — SOHNSTON aya  aeserteing distributor. 
1 Franklin . St. Louis, Mo. 
‘viene istrttanee of advertising matter. 
© 730 9th St., N. E., Washington, D.C. 


GiOAs & “er distribute circuiars in In- 

diana and Westmoreland Cos, Indiana, Pa. 

Ne canine ADVERTISING CO., advertis- 
ing distributors, 1730 Arapahoe St., Denver. 


\ 7 EST ADVERTISING BUREAU, Moline, IIl., 
dist’rs and billposters for Rock Island Co. 
> 


FOR SALE. 


[HE Portland, Oregon, Sun has already over 
8,000 daily circulation. 


S1 3 UYS 4 lines 50,000 co ~?- 
D WOMAN’s WORK, Athens, 


6é IT* her Post-INTELLIGENCER aa has one 
of the soar pret papers of the Pacific 
Coast.” —Harper’s Weekly. 


A SNAP fora live man with a little cash. Good 
wae prt Pane for sale cheap, if sold at 

mee. Must Write for particulars to 
rs Cc. WHEELER, a » Roy, Minn. 


BARGAIN — Only paper and job plant in 
4 Maine town o sod. Job work over #30 











proven. 


per week. Good advertising patronage. Finely 
equipped, resses, power, etc. Will sell low. Ad- 
dress “ BARGAIN C.,” care Printers’ Ink. 


6 Remington Standard writer. A 
N° development—not an experiient, Many 
— improvements successfull incorpo- 
into this new model. WYC. OFF, § 
MANS & BENEDICT. 327 Broadway, New York. 
FOR SALE--The plant of the Wallingford 
Times Publishing Co., the only paper pub- 
lished in Wallingfo Wallingford is a wide- 
awake manufacturing ae of about 8,000 
inhabitants. Address C. ARRISON, Walk 
lingford, Conn. 


SUPPLIES. 
V 1CK’S MAGAZINE supplies customers. 
V ICK’S MAGAZINE supplies customers. 
yikes MAGAZINE supplies customers. 
Vick’s MAGAZINE supplies customers, 
TAN BIBBER’S 
Printe 


ters’ Rollers. 


INC ee — BRUCE & COOK, 190 Water 
ew Y 


pats parent “ ‘aa with ink manufact- 

ured by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce Bt New York. Special prices 
to cash buyers 


EAS letters re roduced and addresses 


$7.59 per M. Experts can 2 one 
tell tte omeny genie typewriting 
WYE-. Masonic Temple, Chicago. 


PRINTERS’ INK. 





ty ,000 ore Vy embossed 
$3. OO ke ard is . _ We have ti 
for only 12 xtate of hacmeam however. 
ours and send a he ey GRIFFITH, AXTELL 
CADY CO., Holyoke, M 


TE - gir ps like 3 Johnston sells 
W*} ood X White En- 


velo’ ioe printed with oa b.. Pe jon delivered, 
f. o. # for aa an —_ ent 10,000 circular 
enve 50. istaction guaranteed, 
sovewepes Se Printer, Zanesvi Zanesville, O. 


RINTING INKS—Best in the world. Carmines, 
12% cents an ounce ; best Job and Out Black 
ever known, 31.00 a pound ; best News Ink seen 
— the world began, 4 cents a@ pound, Illus 
rated price list free on application. Address 
Wii! M JOHNSTON, Manager Printers’ [nk 
Press, 10 Spruce St., New York. 


> 


ADVERTISING MEDIA. 
r { Peeatad YANK, Boston, Mass., 60,000 monthly. 





[HE advertising rates in the Portland, Oregon, 
daily SUN are reasonable. 

Ts AUTHORS’ JOURNAL reaches aut 
aspirants and publishers. 1 William St.,N.Y, 

‘Pee OPTICIAN AND JEWELER, 9 Maiden 
Tane,N. Y. A peculiarly good medium for 

careful advertisers. 

we you advertise in Ohio you will get results. 
For particulars address H. D. LA COSTE, % 

Park Row, New York. 


NY person advertising m PRINTERS’ INK 
“\ to the amount of $10 is entitled to receive 
the paper for one year 


66 | N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.”—Harper’s Weekly. 


F YOU want to reach the German farmers, ad- 
vertise in the Haus UND BAUERNFREUND, Mil- 
waukee. It doosthe work thorouguly. 
gay (Ohio) CALL, 1,515 daily circulation, the 
Soy | Ohio vaca daily. Compare it 
with the other papers pub ished ‘A Piqua. 
jie METROPOLITAN AND RURAL HOME, 
N.Y., an agricultural and family journal, is- 
sues over 500,000 monthly. It pays adverts 
yoo AM (Ala.) City Directory, 1895, 
$3.50 (2 bout 700 pages), will go to press re 
Ist Advertising rates on application. H. D. 
WOOD, Manager. 
‘It, HE HEARTHSTONE, 











285 Broadway, N. Y. 

Largest paid-in-advance circulation vf. any 
similar monthly in the United States. Send for 
rates and sample copy. 


66 Wega CRICKET ANNUAL” (6th year) 

sell adv. privileges, or give aman 

dima es or pay g good * & A: 
»: 


JEROME FLANNERY, P. x 1211, 
Vy *E not only do the prin printing, sy we gt 
the illustrations, e cuts and sug- 


improvements and attend my all the artistic 
etails. In all our work we keep in mind the use 
itis intended for, and we combine good taste 
with effectiveness. We make handsome booklets, 
pamphlets and catalogues, and aim to get them 
up in a way that will insure profitable returns 
from the investment. We understand the prin- 
7 les of art and the requirements of effective 
advertising. Our own | ectverteeing. is profitable. 
Our prices are reasonably high, but our work is 
not cxpeeaine-Se a you get explain this. 
Consult us about your i eee 
PRESS, 140 West St., 


ARE you advertising in Ohio? We take it for 
granted that you are, and invite your atter - 
tion & the leading eo evening and weekly 
er ina leading city. The Dayton MORNINY 
ES, circulating 4, = ies daily; the EVENT 
NEws, 9,500 copies each issue, and the 
Times-NEws, 4,500, are the representative fam ily 
news) rs of Dayton, and with their combined 
o— 10n of 14,000 copies daily, thorougbly 
h the homes of that section. Dayton isa 
ie rous City of 80,000,and the News and Tnwes 
are long-established es and have always 
enjoyed toa ms oo ree the confidence and 
support of the best ms in Dayton. For prices, 
Se. adarens H,D, SOsTE, Park Row, New 
ork, 
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PRINTERS. 
y AN BIBBER’S 
Printers’ Rollers. 
UALS any, excels many: M 
Ee orices “MAYER, R, Printer, Mad 
catalo 
| yy ene Etorbs rinting. ESS, 140 
)RINTERS—We make type, cases, stands and 
| chase—everything that a printer EO 
our prices are the best. See us first. ALKER 
&B NAN, 2v1 to 206 William St., N. y. 
_ aan 
ADVERTISEMENT CONSTRUCTORS. 
ae Ads. 


work and 
nm, Wis. 


es and book- 
- 23d St., N. Y. 








A™® SMITH. Baltimore. Washington. 


ai hasideas. Baltimore. Washington. 

F McC. SMITH. Baltimore. Washington. 
° 

F McC. SMITH. Baltimore. Washington. 
° 


I, McC. SMITH. Baltimore. Washington. 





1 MEDICAL ADS, $20. BERT M. MOSES, Box 
283, Brooklyn, 'N. Y. 


Gu. old ads for a new one on approval. R.L. 
CURRAN, Box 899, Chicago. 


yes MAGAZINE’S own artist will make 
special designs for advertise rs. 


ICK’S MAGAZINE’S own artiss will make 
special designs for advertiser 


yick’s MAGAZINE’S own poe will make 
special designs for advertisers. 


yicr’s. MAGAZINE'S own artist will make 
special designs nan advertisers. 


Fe high-grade pene ing, cataloues and book: 
, LHE LOTUS PRESS, 140 W. 23d St., N. Y. 


peters literature— interested! I assume all 
details of writing and printing. CLIFTON 
WADY, Somerville (Boston), Mass. 


_ ARE DOLLARS_I have ig noe you 
have thedollars. Let’s swap AVUS 
COHEN, 106 West 61st St., New Yor 


rok SALE — Newspaper and job outfit in a 
good, live town. Address ED. H. HUEBNER, 
Winthrop, Minn. A snap fora hustler. 


ao ~~~ is business,and ads are ads. Ads 
make business and I write ads. Mine w: 
please you. “ R.S.,”’ care Printers’ Ink. 


100° re ee ti Pee te si 
Cash with order. State size wanted. 
We » B ads. STAR SUPPLY CO., Elk- 
hart, Ind. 


vy ty LIVER OIL, = Kidney Cure. I’ve writ- 
ten a book on the first subject —30 ads on 
the second. ru aol proofs of either upon re- 
ceipt of stamps and a promise to return _sam- 
les. Retail ads with cuts, ten for $10. 
RETT, 132 Nassau St., New York. 


.O matter what the price, you can count on 
4‘ good work if you patronize me. The work 
will be a credit to you. Correspondence solic 
ited from those interested. My printed matter 
is yours for the asking. Oblige me by ae for 











it. D.G. ARCHIBALD, 73 sae St., 
roo busy to cut a ou want 10 retail 
ads with the ht my ll think them u 


and write them out or o payable on approval, 
if you say so. I can’t te long ads at this 
price—any where from 10 o 75 ords. Mechanical, 
medical and other 7 ects cost_ more. 
Ask for estimates. ED sca SBORO, Box 63, 
Station W, Brooklyn, x Y. 


LEADING grocery firm i in Hot Springs. Ark., 
rites to me, saying 
“a Incloned find check to ‘balance our account to 
e. Your work has been very satisfactory, 
and we are now derivine great benefits from 
same. You will hear from us again. 
ee | ut StOsiS, ood results if done 
ht. BEK MOSES. x 283, Brooklyn, N. 
i Ten grocery ads, $10, 
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PROSY ad is sure to be worse than that same 
ad in lively verse. Still, I have a special 
—hardware—best t reated in prose. E. L. SMITH, 
Codman Bldg., Boston, Mass. Mass. 


OLD on there! Don’t go fone any further before 
you, Ca me. I at — rr Lo whole busi- 
ness—w! , illustrating an rin‘ —ads or 
book toy I know the pri tJ gc iters and 
illustrators. 1 knowthe different lines at which 
they are most successful. 
am a if hard pushed. 
JOHNSTON, Manager Printers” Ink 

Soa, 10 , r-- 8t., N. ¥. 


DON’T claim everything in sight ; I haven’t a 
mortgane © on the solar system; ‘but I claim 
this one th I will give you satisfaction. 
Please pin thai word upon your mind, and think 
of me. You shall be satisfied with the price be- 
fore you reo ny and with the “ads” before you 
pay. It doesn’t cost a cent to write to me, and if 
pa mean business I hope to hear from you. 
VOLSTAN DIXEY, writer of satisfactory adver- 
tisements, 86 World Building, New York. (See 
my article on page 34.) 


MERCHANT tailor of the better class in St. 
Johnsbury, Vt., writes to me, saying 

“ Business been exceptionally good with 

me. ay full force has been working ‘ht and 

fo 5 ile my ape oe have been idle. It 


ears. Without 
mete | to the contrary, we will attribute —_ 
increased business in a dep’ season to y 
efforts and mine in ¢ alling the public’s attention 
to what I offer in an attractive manner. Please 
write me ten or a dozen ads on the lines you 
pursued before. 
Advertisi ng prod es good results if done 
right. BER MOSES. Box & Brooklyn, N. 
yo Ten merchant tailor ads, $10. 


Noo advertisements are my gertioues 
7s —~>4 been interested in med- 
ife, have read quite a : little. 

I have in ay Ty uite a convenient lot of 

medical books and literature, and | ve for 

some time been in the habit of Sone S phy- 

— ey matters of more than ordi 

recently wrote a series of 4 
ond furnished an illustration for each. In repl 
to the last lot of the ads delivered | received this 
letter : *‘ The twenty mopman — matter are at 
hand and are all very ge We are, in 

fact, muc’ leased wit: your work. Find a 

closed our check for nr ae lew ene ” This w: 

from one of the best and la rit acvertisers in 

the world, to whom I am at liberty to refer. I 

have as yet no samples of these ads, bat I have 

of others. I charge each for medical ads; 
$15 or $20 if they are illustrated, but if 

is for a considerable series the price is mat 

ally lessened. rite to me about it. it’s 3 our 

important work that I want. CHAS. AUSTIN 

BATES, Vanderbilt Bldg., New York. 


( )NE of the best advertisers I know wrote re- 
cently : “ We were very glad to get the teckos- 
ures of the 12th and are very much pleased. We 
trust that the expense of this will induce us to 
give you quite a little of our work, for you cer- 
tainly grasp very quickly and effectively the 
ints we wish to make. It is very remarkable 
hat we have so little criticism to make upon 
this series. They are very excellent. The draw- 
ing of the cuts is equally good.” Again, the 
same man says: “In reference to bill, we do 
not wish to be small about it, but the price for 
the three —— ads strikes us as being higher ed 
for the twelve —— ads, and the drawin age are 
little more than we judged they would be, but 
they are very satisfactory indeed, and we shall 
be able to use them in many places. If these 
two items seem to you as low as you can con- 
sistently make them, we shall not complain. 
Of course we desire to get this work done as 
ge as possible, but we appreciate quailty 
first consideration.” It does happen 
sometimes that one of my prices seems higher 
than another, but they are all on the same 
— per day. Of the ads mentioned al 
hree were ae irged at $5 gn and twelve at 3 
each. These ads werea y 
usual price for such ads is though some- 
times I can write them hy $2 and sometimes I 
charge more than #5. Those who advertise in 
trade papers are invited to write to me for 
prices on ads that will stick wut of the mass. I 
can improve the average trade peper. rad about 
500 per cent. on ae AUSTL TES, Van- 
derbilt Bldg., N. ¥. 
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MERCANTILE LAW, . 
Cae & THOMAS, Gommageel Law- 


business west of Chicago. ebraske mercantile 


laws complete and — hh code furnished on 
yo gratis. us. Reference: W. 
Sloan, New York City. 


TO LET. 
yas. Boston. Space. 


\ ick’ MAGAZINE. Space. 

\/ ICK’S MAGAZINE. Space. 

Vices MAGAZINE. Space 

yicks MAGAZINE. Space. 

R=EMNar0n TYPEWRITERS. 32738'way, N. Y. 
OOD HOUSEKEEPING. Space. 


H. P. HUBBARD, Mer., 3 38 Times Bldg., N. 


OOD HOUSEKEEPING. Spai 
H. P. HUBBARD, Mer., 38 Times Bidg., N. Y. 
——_+>—__—_ 


ADVERTISING NOVELTIES. 

Vues! MAGAZINE pays odes novelty 

rtisers. None others taken 

yikes MAGAZINE pays first-class novelty 
advertisers. None others taken 


yuae ae MAGAZINE pays frst class novelty 
rtisers. None others taken. 


vas MAGAZINE pays” ae Ss first class novelty 


ertisers. None ot! 
Foe pre rinting, catalogues and book- 
fi S PRESS, 140 W., 23d St., N. Y. 
G a up booklets. Trya . Try a hundred inkstands. 
¥ They will last years. H. D. PHELPS, An- 
sonia, Conn. 
vane wash anad. Send 10cents for 7 le, 
wash and be convinced. THE PE C- 
TION NOVELTY CO., 239 Broadway, N. Y 





PRINTERS’ INK. 


BOOKS. 


a books bought and sol and sold. Send stamp for 
Address A. J. CRAWFORD, 312 North 
7th st. St. Louis, Mo 


DANGER SIGNALS, a manu vine of practical hints 

tor general adve: y mail, 0 
cents, Address PRINTERS’ INK. ‘0 feet 8t., 
New York. 


ARRANGED BY STATES, 


A4dvertisements under ov Chistes head, two lines or more 
without foe gt 25 cents a line. With displa; 
black-faced t t ice is 50 cents a line, mag © 

be handed in one week in advance. 


ALABAMA. 


AUABAMA papers are shy about exploiting 
their merits. 














ALASKA. 


10 Alaska paper is big enough to advertise in 
A PRINTERS’ INK. 


ARIZONA. 


Arizona papers are too modest to advertise 
ere. 











ARKANSAS. 
"TB best. paper in this State hesitates about 
asserting its excellence. 








CALIFORNIA. 


i ANGELES TIMES—Southern California's 

4 great daily. Foremost advertising medium. 

t California fruit-growing district of 

;— San Jose is the center is thoroughly 

dy: Jose MERCURY. = = 
daily or weekly ad 


COLORADO. 


Comesane papers want page advertisements 
/ and have no use for small, classified an- 





T= 


covered by th 
fiaing rates in 











)OR the purpose of inviting 
I of Advertising Novelties, likely to benefit 
_reader as a as advertiser, 4 lines will be in- 

x this head once for one dollar. 


— pad 
ADVER TIS SING AGENCIES. 
A™ take ads for VICK’S. 





A Mieke ads for VICK’S. 
7 LL take ads for VICK’S. 
A LL take ads for VICK’S. 
A GENCIES know GOOD HOUSEKEEPING. 
A GENCIES know GOOD HOUSEKEEPING. 
TANLEY DAY, New Market, N. J. ADVERTIS- 
ER’s GUIDE, Be. a year. Sample mailed free. 
|» ou wish to advertise anything onrnare 
any time, write to the GEO. P R 
ADVERTISING CO., 10 Spruce St., New York. 
E don’t sell adv. space | space below cost, but we 
ea hes © the — on Georgia business. 
So. advertis- 


SS x The SOHN ‘BRATTON CO, tlanta, Ga. 


66] UCKY ADVERTISING” is only another 
name for skillful advertising. It is all in 


TISING AGENCY, Boston 








CONNECTICUT. 
T THE UNION, 
Bridgeport, Conn. 
Daily, 7. Weekly 3,500. 
Western Connecticut horougnly covered by the 
TWO U 


OSES, New York Representative 
Vanderbilt Blag. THE UNIO. PUBLISHING 
CO., Bridgeport, Conn. 


THE TWO HERALDS. 


WATERBURY SUNDAY HERALD. 
BRIDGEPORT SUNDAY HERALD. 
Every nook and corner in the Nutmeg State is 
covered by them. By special trains and by pony 
expresses these two papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent into maneeeee, New Haven, Meriden, 


Danbury and An 
150,000 Readers. 





Combined circulation. 80,900, 
THE HARTFORD TIMES. 





WIE O. Burr, Publisher. 
Rorvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The great advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, JR., New York Representative, 
73 Tribune Building. 
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ween.y TIMES: Hartford, com. 


DELAWARE. 


[= a little State. 








{ AGINAW COURIER BEBALD. Daily, 6,000; 
Sunday, 7,000; weekly, 14,000. 


S7oh kn COURIER- HERALD is delivered di- 
into the homes by its own carriers. 


QAGINAW COURIER HERALD, largest circ™n 

















PEtROIT SCNE TIL. TLLSTHaTER and SUNDAY 
circulation, 118,000, are profitable 








DISTRICT OF COLUMBIA. 


wants od space and display than can 
be had b 











IDAHO. 


Dp get in > INK costs too 
much, unless one has something really 
worth saying. 








ILLINOIS. 
NFLUENCED by its metropolitan city, Illinois 


is opposed toadvertising in newspapers ; but 
is strong on posters and circulars. 


INDIANA. 








\ RAND RAPIDS DEMOCRAT, the yy J “4 
G per in Michigan, outside Detroit. 13,000 3 





GAGINAW evening and weekly NEWS. Largest 
circulations in the Saginaw Valley, Michigan. 
Dene vo aan SUN, Pay 837 ; 
UN, 25,286. Adv. office, bi7 Tem: 
ple Court, ay York City. press- 
room always open to inspection of ai. 
or their representatives. 
ee Advertise where _= wi get pay- 
"thes turns. Advertisers ar 
with the ILLUSTRATED and SUNDA" sons, 
0 ising office, 517 Temple 
Court, New York City. Write for full particu- 
lars. Circulation, 123,073 weekly. 
~ AGINAW COURIER-HERALD is the ._— 
\) newspaper in Northern Michigan. 
| s except Mondays, Sunday and weekly. 
rt 000, est. 1870; Sunda: %3 000; Wee 
14, est. 1857. Ly’ (pop. ,000) is the “tried 
os in Re nigen ‘or further information ad- 
dre CUSTE, 38 Park Row, New York.g 














HE COURIER, Indianapolis. The leading 
inter-State negro journal. Circulation, 
3,500. CHAS. H. STE RT, pub. Write for rates. 


MINNESOTA. 





IOWA. 


AIRY farmers have cash to pay. The Farm 
AND Darry, Ames, Iowa, reaches them. 

7 \UALITY, as well as quantity, are im rtant 

considerations for an advertiser. The Du- 

buque, |lowa, TELEGRAPH gives its patrons Ee. 
anc the best’ advertisers are represented in 














LOUISIANA. 
Q°- ’N PRESBYTERIAN, Key “agg wkly cir. 
? over Ala., Ark., Fla. iss., Tenn., Tex. 


Gre )WLEY SIGNAL covers field of its own. 
/ $worn average cire’n for 1894, 1,687 copies. 








MAINE. 


r pas HOME TREASURY, Augusta, Maire, 
J proves 50,000 copies per month. 
DS in THE INDEPENDENT, Farmington, Me., 
produce results and mail orders. 


BANGOR COMMERCIAL. 


J.P. Bass & © 0.5 Publishers, Bangor, Me. 











Daily average, nearly 5,000 copies. 
Weekly average, over er 16,000 copies. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 


0 aes DULUTH NEWS-TRIBUNE — The only 
morning daily paper. | paper. Established in 1879. 


Published at the head of the Great Lakes 
luth, Minnesota. 


weekly editions. Now rate 

Daily and Sunday, neti and 

a y; pee: bag ; daily, per annum, $4; 
a 0 ; week y, per Ly $1. 

PERR LUKENS. oe Eastern Advertising Age Agent. 

73 Tribune Building, "New York * 

Editor and Manager. 


MISSISSIPPI. 


L™ the violet seeks seclusion. 











MISSOURI. 


TRIKE the ha) PP. : ym the MEDICAL 
FORTNIGH , St. Loi 
HEBorD DES EMG oC Louis, Mo. Est. 
1850. Circulation 33,000. Brings results. 
ME PACKER, Kansas City, Mo. Fifth in cir- 
culation of Missouri newspapers. First in 
circulation of the trade papers of America. 
R. A. Williams, wholesale grocer of Kansas City, 
writes: “ Being a liberal advertiser in Kansas 
City newspapers ‘payingé single paper last year 
nearly $7, , it is my opinion that the PackER 
reaches more business men than any other paper 
Poy eed in Kansas City ; at least, our results 
ave been greater. 














MONTANA. 





MARYLAND. 


| yOn'tT take much stock in advertising; but 
when it must be done wants more space. 





r [B= LIVINGSTON ENTERPRISE ; eight Pace’ 
all home print. Circulation. exceeds 


“Asc YNDA STANDARD. Circulation three 
times greater than that of any other med 
or Sunday paper in Montana: 10,000 copies daily 





MASSACHUSETTS. 


4( WORDS, 6 days, 50 cents. ENTERPRISE. 

‘tV_ Brockton, Mass. Circulation, 7,500. 

\ ’ ONDERFUL !—Send 10c. to FRANK HARRI- 
SON, Boston, Mass.,and see what you will get. 

heb EW BEDFORD (Mass.) JOURNAL. Daily aver- 

4 e over 4,000. Remember us when placing 

ads in| southeastern Massachusetts. 











NEBRASKA. 


8 gegen Omaha, only week! ——T 
ral paper in State. Av. cir, 9, . inch. 


NEVADA. 


‘HE WEEKLY COURIER, Genoa. Six pages. 
All bome print. Leads in Nevada. 














MICHIGAN. 


JDEtRorr SUNS, 118,000 weekly. 





NEW HAMPSHIRE. 


A DVERTIBES for summer boarders only, and 
they are not in season now. 











Established 1877. 


The GRANITE MonTHLY 


Beautifully Illustrated. 
A New Hampshire Magazine. 
FRANK E. MORRISON, - Special Agent, 
TEMPLE CouRT, NEW YORK. 


NEW JERSEY. 
ATLANTIC REVIEW, Atlantic City, guarantees 
a daily circulation of 1,500. It’s a leader 


poruLar adv. mediums : Je) 
Ev’G NEws, 3,600; Bridgeton (N, J.) DOLLAR 
WEEKLY NEWS, 1,600. Rowell guarantees cire’n. 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - 5,500. 
Advertisers find (fT PAYS! 


NEW MEXICco. 


f° dry to advertise much. 


NEW YORK. 








Bridgeton (N. J.) 





























71ICK’S 200, 
V "Boot of Hokies 184,519. Fact. 
V Wicks a 
East of i 184,519. Fact 
ICK’S 200,000. 
East of Rockies, 184,519. Fact. 
WICK’S 200 
East of f Rockies, 184,519. Fact. 





Zp. NATIONAL PROVISIONER, organ of the 
meat & provision industries, 284 Pearl St.,N.Y. 


Kk M. LUPTON’S popular periodicals, THE PEO- 
* PLE’s HOME JOURNAL and THE ILLUSTRATED 
Sworn circulation, 500,00 copies 

Advertising rates, $2.00 per agate 

line, = time and 3) discounts. For sample 

copies and further rticulars address F. M. 

LUPTON, publisher, 106 & 198 Reade St., N. Y. 


TORIETTE 


A Monthly Magazine of orig- 
inal copyrighted tales. 
Severtines, send for special 


rates. RIETTE 0., 
Downing Building, New York. 


THE HOUSEWIFE, 
Cireuation 75,000 Copies Monthly. 


Send for Advertising Rates and 
Specimen Copies. 


Ask for Special Rates for Advertising in 


Texas Siftings 


BEFORE THE ADVANCE. 
ALL AGENCIES. 
The Leading Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
WituiaM L, MILLER, Advertising Manager, 
110 Fifth Ave., New York. 





Home GUEST. 
each issue. 














PRINTERS’ 


INK. 


Albany’s Most Popular Daily 
Circulation 17,400. 


Albany’s Great Ore-Cent 
Newspaper. 


This is to egret that the Circulation of 
THE b {i RkESS AND KNICK eK. 
BOCKER ix« Satotantiy Increasing and that 
the mber of cone » Reimtee thix day was 
17,400, KELLY, PRessMan, 
State of New York, cn iy and County of Albany. 

Sworn to before me ie 16th day of Novem 
ber, 1894. HN J. GALLOGLY, 

Soteey Public, aay N.Y. 


THE PRESS CO., Publishers, 
Press Bldg., Albany, N. Y. 





Ten Cents ver ' on De @ the Daily and 
day 


NORTH CAROLINA. 


| » REFERS local patronage, which pays better 














NORTH DAKOTA. 


db los cold to advertise in the winter. 





OHIO. 


6 he? NEWS is _ only Sunday paper in Zanes 
ville. Try it 

ARGEST cire’n of any Prohibition paper in 

nation: BEACON AND NEW ERA, Springfield, 0. 











] ] )AYTON MORNING TIMES and EVENING 
BY NEWS. Combined civculation 14,000 daily. 


YY OUNGSTOWN VINDICATOR, 7,800 daily , 5,200 
weekly. Leading newspaper in Eastern Ohio. 


6é TT HE leading Ohio country daily— THE Piqua 
CaLL—receives the Associated Press te- 
port.””—New York World. 
prENDLay (O.) REPUBLICAN, despite untruth- 
ful statements by others, circulates 2,000 
more daily and 500 more weekly than any local 
competitor. 
i % HE TRI-STATE GROCER visits the gr 
produce merchants of Ohio, Ind. and Mich. 
weekly. If you are not in it, it will pay you to 
write to TRI-STATE GROCER CO. Toledo, 0. 
pre; Ohio, has grown to be a city of 15,00). 
t is the third city in this country in the 
production of linseed oil, and “Piqua brand” of 
strawboard stands at the’ head. here are only 
13 cities in Ohio whose manufacturers pay a 
greater amount for labor.—New York Tribune. 


HEF Piqua, Ohio, CALL is the only dail a 
tween Toledo and Dayton and Co ‘ambi 18 
and pve which receives wire news 
having the exclusive Associated Press franchise. 
It has a circulation of 1,515 nomics daily, and isa 
live, progressive newspa Piqua is connected 
by electric railway wit Troy, Ohio —-a town 
seven miles distant, having a population of 4,000, 
and THE PIQUA CALL has a greater circulation in 
Troy than any Troy dail For prices for space, 
copies of the paper an “any further informa- 
tion, address H. D. LACOSTE, 38 Park Row, N. Y 


OKLAHOMA. 


T= GUTHRIE DAILY LEADER, the leading 

morning paper in the Territory, a accepts ad 
vertising with the distinct and positive guar. 
antee that it has double the paid circulation of 
any hye yA published in Oklahoma. F. B. 
Lucas, Adv. 











roce’ rs and 

















OREGON. 


HE SUN, daily and Sunday, Portland, Oregon. 
Eastern office, Rhinelander Bldg , New York. 


PENNSYLVANIA. 


QCR: ANTON (Pa.) REPUBLICAN has the largest 
circulation of any Scranton paper. 














secs 
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WEST VIRGINIA. 


EW territoi progressive and flourishing 
town, wi wide-swake new: ek #8 Address the 
Williamson, 


DUCATIONAL [NDEPENDENT, — w’kly. 
EDINBORO PUB. CO., Edinboro 
( \IRCULATION CLALMS are =; han they 
are not proved. The American Ne 
































Directory guarantees the rat: th UTHERN WEST VI 
mi Tia rend tk Tenders! in the We oot Virwinia. aa 
Lack & : SPROUL, Chex tot. — 
r, 
Dee. Doylestown, and WEEKLY, WYOMING, 
wn 7" 
ch cemtiens ade. HE ladies 4 oy allow its newspapers to use 
*flowells Directory. 
Aleege best mediums for CAN ADA, 
ee ee. W ANIS reeiprocity—not advertising, 
RHODE ISLAND. 
SO. & CEN. AMERICA. 


| es GUARD, Providence, R. I. ; circulation 
; paid up subscription list. 


SOUTH CAROLINA. 


TT. oz edition of THE STATE, Columbia, 8. 
is the most popular peoer ina id 

South \ daroling towns. The semi week! edition 

reaches over 1,000 post-offices in South olina. 








Favasa © STAR & HERALD. 
S & CO., 52 Broad St. , Agents. 
Send for sample copy. 


CLASS PUBLICATIONS. 


Advertisements inserted un: under this heading, in 


P anpea 















































pole: a dno tan ae , Lt 5 
ine, or 
SOUTH DA KOTA. Saced tepe, inserted one year, 52 whe Sor $f, 6 
NOTHING to advertise. for OF.  pesplon'cr tach Aiees equ chared ae 
cents , OT $26 a year, or $24 
month, for each line of pearl occu; by 
TEXAS. the advertisement. For The U who 
a | not find the peoding he wants one will be 
hy BaF Ly 
‘exas, averag cire’ on in Octo- ’ 
ber, 1894, as shown by affidavits of proprietor, nap aee 
bookkeeper and pressman. Rates reasonable. PROGRESS, Washington, D.C. 
AGRICULTURAL IMPLEMENTS. 
THE POST Houston, TEXAS, Farm MACHINERY Gil. St. Louis, Mo. 
Largest issue in 8 years, eae 
R REGULAR pocstvill THAN ANY Smallest issue in 8 years, 
pany in iN a ee and is so gu y Row- Largest average tor! 12 of 12 months, 17,600. 
ell’s 1894 Directory under as forfeit of #1 S100. 8 C. 
BECKWITH, Sole Agent Foreign Advertising, AGRICULTURE. 
—_——- WAS RORIGULTOMISE, Rocine, Win 
wIs e, 
UTAH. ARCHITECTURE. 
W ANTS more space or none at all. INLAND ARCHITECT, Chicago. Best in West. 
CARRIAGES. 
VIRGINI A. VARNISH, Philadelphia, Pa. 
IT BE_VIRGINIAN, Emporia.” § page weekly. COAL. 
Large cir Va. and COAL TRADE JOURNAL New York City. 
DAIRYING. 
WASHINGTON. poet 
The American Creamery, Chicago. 
— POST-INTELLIGENCER. ELECTRICITY. 





N her Post-INTELLIGENCER Seattle has 4 
of the four SS papers of the Pacifi 
Coast.” —Harper’s 
‘THe TYPOGRAPHICAJ. REVIEW reaches all 
rinters in Oregon, Wash’n and British Col- 
umbia. Want to reach them! Box 1117, Seattle. 
wE ATTLE POST-INTELLIGENCER fom of an 
advertisers double the = ion of 
other paper in oo: State of Was vany 
- office, 93-94 Times Bldg. C. A. HUGHES, M 
vin i RICHARDSON Special Agent, b- 
une i 


SPOKANE Ris -REVIEW 


- i Consolidation SPo 
paetaave control AL. = 
500 miles. ast and 











e REVIEW is the recognized eé: onent 
of a the best ata of Spokane and ¢ 
country tributary to it. 


WISCONSIN. 


B° YCOTT’S NEWS BUDGET, Spage weekly. 
Over 12,000 circulation guaran’ 
The leading 


| Degree § Milwaukee, Wis. 
Catholic newspaper in Northwest. 

















circulation past year, 8, 


BUBIER’S POPULAR ELECTRICIAN, the first 
blished. 


and best popular electrical journal pu’ 


HARDWARE. 


THE HARDWARE DEALER. Actual a 
. 78 Reade 8t., NY 


HOMEOPATHY. 
HOMCOPATHIC RECORDER, Phila., Pa. 
MACHINERY. 
MACHINERY, 415-17 Pearl St.,N. Y. 15,250. 
MEDICINE AND SURGERY. 


MEDICAL By gilt ay sworn cir. Fovtjend, Or. 
MEDIC. HERALD, St. Joseph, M 


Tri- ete Madte al Journal. Keokuk. lows. 


CAL FORTNIGHTLY, St. Lo’ 

TEXTILE. 

TEXTILE WORLD, Boston. Largest rating. 
TOBACCO. 

WESTERN TOBACCO JOURNAL, Cincinnati. 

TYP! WRITERS. 

PHONOGRAPHIC WORLD, New York City. 
VEHICLES. 

FARM MACHINERY (Eli), St. Louis, Mo. 
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It Amazed Me! 









Mairs, and not noticing the bucket, 
pped into it, scalding her foot inl £ 






SHR Flak ndaan : ' 
a} mearitrine—...-o-<Salsy came downl 
A 





ible manner. 


We desire to eal] the attention of} 
publishers to the printing of the halt- 















bon the first page, something sel- LAY 
m attempted in newspapers. The} ~© 





sults are as. perfect as the soft print 
er will admit of. But the most 
reuiarkable feature of it is thatit was 
1] printed with 4c ink purchased of Wm. 
yoo 10 Spruce street. New York, 
has revolutionized the ink busi-{ 

». His 4c ink gives us better satis-} 
‘iy action than the 22c ink we used pre® ome. 
are) Vieusly, and furthermore this test¥ 227 
~ (monial is purely voluntary, - : 


URE Fort, who wer” “Springite al 
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: 
Mr. A. J. Schaeffer, proprietor of the Marshall County 
Democrat, published at Lacon, Illinois, sends me a recent 
copy of his paper containing a half-tone cut printed with 
the ink that I sell at four cents a pound when ordered 
in 500-lb. barrels, and paid for in advance. Mr. Schaeffer 
or his assistant, Mr. W. B. Powell, has been good enough 
to favor me with a short editorial notice, which I print * 
above. I must say that when I saw the work he had 
done with my four-cent ink I was amazed. I would not i 
have thought of claiming so much for the ink as he has 
gotten out of it. I wish that people who think of buy- : 
ing ink of me, and hesitate because they fear that the 
quality will not be up to the standard, would send ten m 
cents in stamps, or thereabouts, to the Marshall County 
Democrat, of Lacon IIll., and obtain a copy of the very o 
paper containing the half-tone here referred to. To save M 
time, so as to be able to strike when the iron is hot,I jf 
would recommend all such persons to write to me bythe ™ 
same mail, inclosing six cents in stamps, for my beauti- i 
ful price list, printed in five colors, with a living picture 4 
on the outside cover. Address, ie 
Ww 
: 


WILLIAM JOHNSTON, Manager Printers’ Ink Press, 
10 SPRUCE STREET, NEW YORK CITY. 





The printers begin to assert that, although my News Inks are better than 
any others, the strangest thing remains to told: for no other Job Inks 
approach mine in quality, even when sold at sixteen times my prices. 
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PRINTERS’ INK. $1 


Waiting to hear from 
UNCLE SAM. 


=oe22000208 


January 18th, 1895. 
Hon. Wilson S. Bissell, Postmaster-General, Washington, D. C.: 

Dear Sir—Mr. William Johnston, who is the foreman of our printing office, has an 
arrangement with a house manufacturing printing inks, by which that house advertises inks 
for sale in our paper in Johnston’s name. The ink house pays us for the advertising and 
pays Mr. Johnston for his services. What he receives in this way is a perquisite. We have 
no interest in the business apart from the pay we receive from the advertisements. The 
manufacturers of the inks are a corporation, and Mr. Rowell of our firm is a stockholder in 
that corporation. The business transacted through Mr. Johnston is found to be profitable to 
the ink manufacturers, and doing it in his name makes it possible for them to conduct their 
regular business on a different plan without confusion. At the present time this company 
are desirous of printing in Printers’ INK an advertisement in Mr. Johnston’s name, con- 
sisting of about twelve pages of testimonials. The price they will pay for this ‘advertising 
will afford a profit on the cost to us as publishers of Banrrane’ Ink; but will not pay for in- 
curring any risk of being charged by your Department with postal irregularities. e per- 
ceive no such irregularity ; but in the face of recent warnings and decisions, we dare not 
accept the contract without first submitting the case to you for information. We have 
recently made certain inquiries of you concerning the permissibility of mailing our paper to 
Members of Congress for seven successive weeks, and replies received, although not for- 
bidding us, seem to indicate so much danger to us from such action that we do not dare to 
send the ee If the answer in the matter of this proposed advertising can be so plain 
as to enable us to know that we may insert the advertising without any fear of criticism 
or that its insertion will be deemed an irregularity, we shall be only too thankful. Our own 
Postmaster, having been overruled by the Gepestaent in a previous case, does not appear to 
be the proper person to apply to in this instance. Asking the favor of a reply, we are, 

Your obedient servants, 
PrinTERS’ INK. 





This Post-Office question works in about this way: A representative of some rival ink 
house, who finds that my prices are cutting into his trade, asserts that he thinks I am beat- 
ing the Post-Office for the purpose of saving postage. Now, let us see: twelve pages in 
PrinTERs’ Ink cost $1,200, but to mail a twelve-page circular to each of the only 3,000 print- 
ing offices that subscribe to Printers’ INK would cost but $30 for the postage. if this Ink 
man who is laying for me, however, happens to play poker with the clerk in the Post-Office 
Department in whose routine duty the question propounded in the above letter to Mr. Bis- 
sell will be considered in Washington, then the Pak man may succeed in making the case 
pretty plain before morning ; and Printers’ INK may be excluded from the mails as second- 
class matter as a result of his arguments. As the proprietors of Printers’ Inx havealready 
been once fined $24,833.50 by the Post-Office Department for doing what Judge Tyner, the 
legal adviser of the Post-Office Department, said they had a right to do, and as théir issue of 
November 28th was excluded from the mails, after the Postmaster of New York had said it 
was O. K., and the World Almanac and the Christmas Puck were allowed to pass, they are 
beginning to get a little scarey. Sometimes they don’t seem to quite know how it will 
be possible for them to learn what they may or may not do. If Mr. Bissell will not answer 
their letters of inquiry, and will insist upon overruling the decisions of the New York office, 
it is hard to quite see how it will ever be possible for them to find out what their rights are 
—or if the iow any. However, if the testimonials I have received are not printed in 
Printers’ Ink pretty soon I will get them up in circular form and mail them, together with 
my beautiful new price list. To do that will cost nothing for postage, because the postage 
on the price list is two cents anyhow, and the same two cents will ay the postage on the 
price list and testimonials combined. I have always been newdatred at the newspaper is 
the place to advertise, but the Postmaster-General is a lawyer, and is boss of the situation. 
and if he insists that | make my communications to Printers by circular, why, that is what 
shall do, and I mean to look pleasant about it, too. If, however, he has no objection to 
allowing me to advertise in Printers’ Ink, I do wish that he would speak right up and say 
so. It would save me a deal of waiting and anxiety. 


I sell the best printing inks ever made, at the lowest 
prices ever heard of—but always for cash in advance. 
Address 
WILLIAM JOHNSTON, Foreman PRINTERS’ INK PRESS, 
10 Spruce Street, New York. 
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A JOURNAL FOR ADVERTISERS, 
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ADVERTISE one thing in your store 
and it will advertise all things in your 
store. 





Ir is true that advertising, as a gen- 
eral thing, does not sell goods, but it 
brings the buyer to the seller. 





Don’t be too anxious in your adver- 
tising. You can’t hook brook trout 
by chasing after them with a big pole 
and a bear trap. 


THE general public is not a mind 
reader. If it does not know what you 
have for sale, how can you expect it 
to go ask for your goods? 


Ir ‘‘professional ethics” forbid 
doctors and lawyers to advertise, how 
many free puffs of celebrated cases will 
cause one of them to stop his paper ? 


THE second month of the year is 
now upon us. There is not a second 
of time to be lost before placing ads 
intended to influence the spring trade. 





THE more you make people believe 
your advertising, the more your adver- 
tising will make them believe in you, 
and the more you will believe in ad- 
vertisirg. 








In hard times the advertisements 
of sharp merchants contain many 
great bargains. The failures of un- 
successful firms give stronger ones 
chances to buy goods cheap and sell 
them under the usual price. Some 
people’s misfortunes are other people’s 
opportunities, 


A BRIGHT, attractive ad, a bright, 
attractive store, bright attractive goods 
—the triumvirate of trade. 





IF people exercised as much care 


; and shrewdness when investing in ad- 


vertising as they do when investing in 
banks, mining stocks and real estate, 
there would be more believers in the 
value of printers’ ink. 





THE way to get rid of a bad law is 


be to enforce it. Our Post-Office Depart- 


ment deals with the bad law concern- 
ing postage on second-class matter by 
attempting to evade it, and a pretty 
mess it makes of it, too. 





A MAN recently applied for a posi- 
tion as a freak in a dime museum. 
On being asked his peculiarity he 
said he thoroughly understood the 
present postal regulations and usages 
relating to second-class mail matter. 





THE man who wishes to secure the 
first page of PRINTERS’ INK for his 
announcements for a year to come 
may now have an opportunity to put 
in an application. The contract 
with the present occupant will ex- 
pire in March. 





NEWSPAPER advertising ought to 
be specially valuable in winter. On 
cold, stormy days people have little 
or no time to stop and read bill- 
boards, hand-bills and similar out- 
door reading. They prefer a cozy 
nook with a newspaper. 





THE Charleston, W. Va., Weekly 
Mail comes through the post-office at 
one cent a pound for postage, but its 
issues do not bear the consecutive num- 
bers required by law. This sort of 
neglect forfeits the right of that pa- 
per to be carried in the mails as 
second-class matter. 





WITHOUT ‘looking, can you tell 
whose ad is on the piece of blot- 


ting paper you have just used? Do: 


you know whose calendar hangs over 
your desk? Have you one single 
time read the ad on the leaf of the 
calendar pad that you tear off every 
once in a while for the last several 
days? Come to think of it, can you, 
unless you are a cycle enthusiast, tell 
which company sent you the pad? Your 
answer may help you in determining 
the value of advertising novelties, 








aan atin am in oh pee ee ee 





‘PRINTERS’ INK. 


MANUFACTURERS are undoubtedly 
changing their views on the subject 
of advertising. What they want are 
circulation and returns. Journals 
which have satisfactory circulations 
and from which advertisers hear well 
have nothing to fear from a close 
serutiny by advertisers. Those which 
think that they can indefinitely assume 
the virtue of circulation, if they have 
it not, will find their lot harder and 
harder as time goes on. 





Revista Popular, a monthly publi- 
cation issued in New York but circu- 
lating mainly in Mexico, has some 
business rival or other enemy who 
prefers charges every now and then 
at the Post-Office Department at 
Washington, and Mr. Beniquez, the 
proprietor, finds himself denied the 
privilege of the pound rate of postage 
about once a year. Appealing to 
PRINTERS’ INK for advice, he was 
recommended to apply to Mr. R. W. 
Haynes, whose experience as a postal 
expert in second-class matter at Wash- 
ington is becoming so widely known. 
The result has shown the wisdom of 
this course. For $60, or thereabouts, 
paid to him in hand, Mr. Haynes has 
been able to explain away the diffi- 
culties that were supposed to exist, 
and for $35 a year, to be paid to him 
in future, hopes to keep those difficul- 
ties perpetually smoothed. Few at- 
torneys are able to do so much for a 
client for a remuneration so moderate. 





THE New York LZictrical World, 
issue of Jan. 5, 1895, says editorially : 


Leaving out of consideration all the edi- 
torial expenses, cost of correspondence, con- 
tributed articles or illustrations ; the expenses 
of the business department—rent, salaries, 
maintenance of branch offices, correspond- 
ence, etc.—also the cost of setting up the 
type, it was found that after the “ forms” 
were on the press the cost of each copy 
printed was 7 6-10 cents in 1894. As under 
the most favorable circumstances the amount 
received from a subscriber is but 5 to—13 cents, 
there is on each subscription a direct loss of 
at least 21 per cent on the actual cost, even 
reckoning only the white paper, press work, 
binding, mailing and postage, and exclusive 
of all other very considerable expenses. It 
need hardly be pointed out that under these 
conditions the larger the subscription list 
the greater the loss in this department. On 
the other hand, however, the more subscribers 
a paper has the more advertising it will get, 
and in this way the subscription deficit is 
balanced and more than balanced by adver- 
tising. 


A paper sold at a nominal rate is not 
admissible to the mails as second-class 
matter. What is meant by a nominal 
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rate no postmaster-general knows. 
Let Congress abolish the absurd law, 
which is a dead letter, as it ought 
to be, and then charge a uniform rate 
of postage on all printed matter with 
flexible covers. A law concerning the 
postage on periodicals that a New York 
postmaster, or a member of Congress, 
bred a journalist, fail to comprehend 
and are unable to interpret, is too com- 
plex. It ought to be possible for a 
postmaster, or even a clerk in a post- 
office, to determine the proper postage 
by looking at and weighing matter to 
be mailed. No postmaster can do it 
now in the case of printed matter or 
ever can, under the existing law, com- 
plicated as it is by bureau-made regu- 
lations, not one-tenth of which are 
known to any one human being in the 
Post-Office Department or out of it. 





THE ‘‘American Newspaper An- 
nual” for 1895 is early in the field. 
The intention once announced of is- 
suing this volume once in two years has 
evidently been abandoned by its pub- 
lishers, Messrs. N. W. Ayer & Son, of 
Philadelphia. The constant changes 
going on in the newspaper world 
make an annual directory as much 
needed by advertisers as the local di- 
rectory by the citizens of a metropoli- 
tan city. The American Newspaper 
Directory was first published for the 
year 1869, and has appeared regularly 
during each succeeding year. The 
‘‘American Newspaper Annual,” 
which attempts to cover the same 
field, first appeared ten or fifteen years 
later and has been issued pretty regu- 
larly since, and has a standing among 
advertisers as an authority. It gives 
evidence of being carefully and con- 
scientiously compiled. No other of 
the numerous imitations of the Ameri- 
can Newspaper Directory can be re- 
garded as equal in value to Ayer’s. 
In the latest issue, we are told by its 
editor that although the ‘‘ Newspaper 
Annual’’ did not appear until Jan- 
uary, 1895, most of the newspaper 
circulation ratings given were deter- 
mined upon in July and August, 1894, 
and that while a detailed statement 
for a full year upon which to base 
these ratings was preferred, still, 
records for six months, or even three, 
were accepted, and papers rated in 
accordance. The ratings are in three 
classes ; those in full face figures in- 
dicate that the publisher of the paper 
so designated furnished a satisfactory 
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statement, accompanied by an aff- 
davit ; those to which a double dagger 
is prefixed indicate what the publish- 
ers claimed (?), and the third class, with 
no distinctive mark, are estimated. 
In the first ten pages of the catalogue, 
wherein 224 newspapers are indexed, 
the circulation of 89 is estimated, 58 
are given what the publishers claimed, 
and 6 are supported by affidavit, while 
for the balance no circulation is ac- 
corded. In the first ten pages of 
Pennsylvania, the circulation of g1 is 
estimated, 102 are given the publish- 
ers’ claim, and 7 are supported by affi- 
davit. To the advertiser for whom 
works of this kind are compiled, the 
actual average circulation of a newspa- 
per during an entire year appears 
more likely to indicate what he may 
reasonably expect for a year to come, 
and reduces to the minimum the ef- 
fect of extra campaign and local extra 
editions which often swell so largely 
for a short time the bona fide circula- 
tion of many publications. Doubtless 
the Messrs. Ayers’ plan is honestly 
carried out, but doubtless also the 
book would be more valuable if the 
average of the longer period was in- 
sisted upon. Perhaps by and by they 
will do this. A publisher’s ‘‘ claim,” 
unsupported by the actual figures by 
which it is arrived at, is not apt to be 
regarded with much favor by those 
most familiar with its merits, and itis, 
perhaps, safe to say that the estimated 
circulations in this book will be gener- 
ally considered as the most nearly 
correct. The fact that, as stated in 
the preface, circulations are omitted 
entirely when ‘‘information received 
is unsatisfactory or reports are con- 
flicting, or publishers request omis- 
sion” leaves one in doubt concerning 
the status of a large number of good 
publications. If the twenty pages of 
the book examined are of an average 
character concerning the circulation 
reports as given in the entire book, 
it would appear that the whole number 
of statements supported by affidavit is 
about 600 out of the more than 21,000 
newspapers catalogued, while the pub- 
lishers’ claimed circulation and the es- 
timated circulations given are about 
evenly divided. The ‘‘ Newspaper 
Annual”’ is a big book, as well as a 
good one, and is well worth the five 
dollars it is sold for. 
_—————— 


Tue business men who win success 
Are those who patronize the press. 
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“IMPROVED” ADVERTISEMENTS, 
By Wolstan Dixey. 


Successful advertisers are inclined to be 
rather wary of “improved ”’ advertisements, 
so-called. There is always a big query mark 
in their minds in connection with the word 
“improve.” 

“If we improve it we will spoil it,” is what 
some of them say. That sounds rather para- 
doxical, to be sure, but the idea seems to be 
to let wellenough alone. The question really 
is, whether it doesn’t pay to make an adver- 
tisement just as good as it can be. 

Some of the advertisements appearing in 
the current magazines seem to me as if they 
might be improved a little without realiy 

iling ”’ them in the process. 
ne thing particularly is a wonder to me: 
That the advertisers who insist so strongly 
on their trade-marks, do not take more pains 
to make the trade-mark speak for itself in 
in every case. 

Here is Cottolene in the Ladies’ Home 
{fournal exclaiming in a big circle of pails— 
‘This is it. Be sure and get the genuine 
with the steer’s head in cotton-plant wreath.” 
And then that particular steer’s head and 
wreath is the smallest item in the whole ad- 
vertisement—barely distinguishable to the 
naked eye. The steer’s head should be ten 
times as big ; and easily might be if the cir- 
cle was composed simply of the trade-marks. 

hey would make just as effective a frame; 
and would brand the idea into the reader’s 
eye, as any amount of description would not 
do. Or four big trade-marks, on medalions, 
in the corners would answer. 

What is to prevent any of those wicked, 
imitating ‘‘ Cotto ”’-something-or-others from 
putting their stuff up in a pail of the same 
size and general appearance as the genuine? 
And then might not this circle of pails help 
the wrong man? 

There is not much use in having a trade- 
mark and talking about it unless you show 
it, and show it plainly and unmistakably 
every time. It wants to be branded into the 
reader’s eye by repetition, and the plainer, 
stronger, and oftener you can do it, the 
better. It need not be monotonous, either. 

The same advertisers do better with their 
**Gold-Dust”’ package in the January Cent- 
ury. The advertisement is not nearly so 
artistic in general appearance, but hardly any 
one would fail tosee the little darkey twins 
on the package. hey would show up 
stronger still if there wasn’t one line of jo 
type in the advertisement. That would be 
an improvement, it seems to me, and it would 
be another if the head-line was ‘See the 
Twins,” for example. It would give people 
something to look at that the advertiser wants 
them to look at, The display line now used, 
* Get the Genuine,”’ is what would be callea 
in theatrical parlance, a “‘ set-rock gag.” 

The Whiting Paper Co. has another “‘set- 
rock”? display line, ‘‘ What’s in a name?” 
What’s in that phrase to attract a buyer of 
stationery? It would be an improvement to 
head the advertisement ‘ Polite Correspond- 
ence.”” And the name of the firm should be 
three times as big; because they have no 
monopoly in stationery, and the object is to 
make people call for ‘‘ Whiting” papers. | 

The Samuel Ward Co.’s advertisement is 
headed ‘Etiquette Requires”’; it would be bet- 
ter to say “‘ Stationery Etiquette,’’ because, as 
it is now, some people who are actually look- 
ing for stationery might pass the title by. 
supposing it referred to a ‘* good-manners’ 
book, or some other department of etiquette. 
The three “ brands” of paper advertised by 
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is firm—‘t Boston Linen,’”’ Boston Bond” 
and ** Bunker Hill ”—ought to show up much 
stronger than they do; for in this case a 
brand is advertised rather than a firm. 

The Hasbrouck Co.’s name should be ten 
times as big. Their display line is ‘“* High- 
Class Writing Papers.”” Good enough as far 
as it goes, but it stops short of the ultimate 
object, and “‘ Hasbrouck Writing Papers” 
would be an improvement. 

The subject of the advertisement may be 
approached in any way that will enlist the 
attention of readers whose attention is 
wanted: ‘ Writing a Letter,” ‘ Society Cor- 
respondence,” “* R. S. P.,”’ “Boston Sta- 
tionery.”’ But the object is to create a de- 
mand through the trade for the stationery of 
a particular maker, and his name or his brand 
should in each case be strongly emphasized. 
I fancy that few people select stationery b 
the water-mark, but if it is alsoa reset we the | 
and is conspicuous on the box—or if it in- 
cludes the firm name or name of the brand— 
and is worth mentioning at all, then it should 
be strongly impressed on the reader: ‘“‘ This 
is the Water-Mark,’’ “‘ Hold a Sheet to the 
Light,” ‘Boston Linen,” ‘This Whiting 
Trade-Mark (trade-mark) is on Every Box,” 
“Remember the Ilasbrouck Letters, M. &H.” 

The Remington Typewriter is a good deal 
of a a pe oe typographically. It has a 
pretty big number 6 in it, which ought to be 
twice as — There is no use for anything 
“ pretty” big in an advertisement ; ‘6 Rem- 
ington” should take up at least half the ad. 
The rest of it might go in brevier type. It 
would be an improvement, even if the picture 
of the machine was left out. Typewriter 
pictures all look alike, practically. 

The Yost Number 4 is a little better; not 
much. They, too, miss the opportunity of 
displaying the name, or the number, or some- 
thing distinctive, so that it will be seen at a 
glance. i 

The saying of things the right way is worth 
looking after. Two conspicuous lines, ‘* Im- 

ure Milk”’ and “ Nestle’s Food,’”’ would be 

tter toread ‘Pure Milk’’ and “‘ Nestle’s 
Food.” 

The ad of Scott’s Roses is headed ‘‘ The 
Thornless Rose.” It turns out to be like the 
snakes of Ireland—there aren’t any. Wouldn’t 
it be an improvement if the head-line was, 
“You Forget the Thorns’? There is likely 
to be in the minds of readers who have been 
misled by a head-line just a little shade of 
resentment against the goods of the dealer. 

Cuticura Soap has a soft white hand on a 
black background. The idea is pretty, but I 
think it is spoiled by printing the advertise- 
ment on the hand. ouldn’t it be much 
more attractive to leave the hand white, 
actually, as itis supposed to be, and put the 
lettering, also in ihe, on the black back- 
ground below the hand? There js plenty of 
room for this. I think it is a mistake to spoil 
a pretty picture by printing your type on it. 

The “Felt Footing” people reduce their 
sheep trade mark to microscopical dimensions, 
and yet they call particular attention to “* the 
trade-mark.” Would this woolly sheep have 
any less ** pull”? about him if he were visible 
to the naked eye? 

The Monarch Cycle Co., Cucumber Com- 
plexion Soap people, and Dunlop Tire Co., 
each has a very pleasing, attractive small 
illustration that would serve much better as 
an eye-catcher if it was not over-weighted by 
job type. One eye-catcher is enough in an 
advertisement ; two or three antagonize each 
other. 

The page advertisement of the New York 
& Florida road would be improved by plain 
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reading in the typographical part. No; it is 
the Southern Railway, or else it is the Florida 
Central & Peninsular R. R. that is advertised, 
or, perhaps after all, it is the Train De Luxe. 
That seems to be the biggest line. I am not 

uite certain which it is that is advertised on 
this page but it is something or other of that 
kind. That’s the trouble with these adver- 
tisements that have five or six elegant display 
lines ; it necessitates a good deal of brain-fag 
to be certain just which line is ¢he line. 

The Ferris Bros. have a picture of a naked 
little darling accompanied by the head-line, 
“ Ought to wear a Ferris Good-Sense Corset 
Waist.”’ It certainly would be good sense 
for the sweet little creature to wear some- 
thing, and it might be good taste at the same 
time. Wouldn’t it be an improvement if one 
of these waists was put on over the naked- 
ness of the lovely little dear, with the head- 
line, “‘ See How it Fits the Delicate Little 
Form ”’? 

If that beautiful ‘* Disfigured-for-Life” 
girl could be made to hold up her head and 
show a smiling face, with the exclamation 
“Made Happy for Life by Cuticura Soap,” 
wouldn’t it give anew and agreeable sensa- 
tion to the reading public? And wouldn’t we 
also be pleased to discovera child who was 
“* Satisfied when he got Castoria”? Children 
should not cry all the time, even for a good 
thing. I think the reader would be pleased 
to know that they got it—just for once. 

The Jaros Underwear Co. attempt to quote 
Shakespeare in heavy lines, saying, ‘* Now is 
the weather of discontent.” But they just 
miss the chance of aptly completing the quo- 
tation. Why not add, “ Made glorious sum- 
mer by this Jaros Hygienic Underwear’’? If 
advertisers will persist in overworking poor 
old Shakespeare they’d better make him pay 
for his keep. 

James McCutcheon & Co.’s beautiful ad 
would be improved if they used plain old- 
style type instead of DeVinne and Elzevir; 
and if instead of saying “‘ 33% per cent dis- 
count,”’ they said “‘a discount of 33 cents on 
the dollar.” 

The Buttermilk Soap ad couldn’t be love- 
lier ; but the packages might be made plainer 
if the box was larger or only one cake was 
shown in the corner vignette. But it does 
seem ungracious to suggest a change in so 
charming an ad. It would almost induce one 
to eat the soap. 

Dorflinger’s exquisite ad would be better 
without DeVinnetype. The Mitchell Mantel 
ad would be improved if the fire was ablaze or 
some other suggestion of comfort or pict- 
uresqueness was conveyed in their full-page 
opportunity. It is done in the Bradley & 
Currier ad in half a page, with room to spare. 
This ad seems to me as nearly perfect as an 
ad can be, yet I think they ought to refer to 
their book every time. I believe they have 
one. 

ess Lo eerene 
Some have to write like *“‘ Trilby,” and dote 
upon it, quite ; 
Some like the realism that the Howelles do 


write ; 

Some crave the Shakespeare drama, great 
masterpiece of art ; 

Some history—the solid truths its pages do 
impart. 

But the modern paper’s pages all these classes 
do supply— 

Art, and solid truth, together in one column 
do we spy. 

And my iady reads it, every word, and vows 
or truly glad 

They invented the artistic, truthful, bargain 
counter ad, 








36 PRINTERS’ 
ONE OF MANY, 
BB Morris, Jr., of Montrose, Pa., and 
. J. Dillon, of Hancock, N. Y., have bought 


the Wyoming County Tribune, a Republican 
aper published at Castile, N. Y., owned by 
rs. B. A. Bissell, of LeRoy, N.Y. The 

= was made through an “ad” in PRINTERS’ 
NK. 
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WHERE TO APPLY. 
To the Editor: 

The Post-Office Department has refused 
me second-class mail rates. t me know 
what to do ina case of this kind. Yours 
truly, E. G. CARMAN, 

Ed. and Mgr. Sawyer City, Pa., Echo. 

(Mr. Carman’s case is referred to ex-Cor- 
oner Slocum. ] 

Above is a reprint of a clipping from the 
Jan. rsth issue of the Bradford, Pa., Era. 
It will do Mr. Carman just as much good to 
apply to the coroner as to the Post-Office De- 
partment. He will do well to submit his case to 
Mr. R.W. Haynes, Washington,D.C.,who was 
at one time a clerk in the office of the legal ad- 
viser for the P.-O. Department, and is now 
established in Washington, and said to be 
doing a good business in helping newspaper 
men out of the sort of scrapes he used to take 
great pleasure in getting theminto. For the 
moderate insurance premium of $36 a year, 
Mr. Haynes is able to do the ordinary news- 
paper man a power of good. He knows the 
ropes. Mr. Carman will find him more effi- 
cient than any coroner, and cheaper than 
most undertakers. 
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THE BIG SIX. 

I think the six best daily papers for an ad- 
vertiser’s use are the following: Chicago 
News, Philadelphia Evening Jiem, Boston 
Globe, New York i 
Cleveland Press. 

Leipsic, O., Jan. 26, 1895. 

New York World, ng a ogy Times, San 
Francisco Examiner, Seattle Post-Intelli- 
gencer, Chicago Herald, New Orleans 7imes- 
Democrat. They always give the news. 

LAwRENCE C, STOVALL. 

Menmpuis, Tenn., Jan. 25, 1895. 

In our estimation the following are the 
best, for reasons stated : 

New York—The Sum, because of its intel- 
lectual constituency, who have money to pur- 
chase with. 

Chicago—The Record, because of its large 
circulation and mixed constituency of all 
nationalities. 

Washington—The Star, because it comes 
nearer covering its field entirely than any 
other paper on earth. 

Atlanta—The Constitution, because it is a 
ood paper issued at a point that is profitable 
a the advertiser. 

San Francisco—The Examiner, because it 
is the paper of the Pacific Coast. 

Philadelphia—The Jtem, because of its 
large circulation. Yours, etc., 

O. H. Douney. 

A.Bion, Ind., Jan. 25, 1895. 

I will name the following: New York 
World, Chicago Record, Cincinnati Post, St. 
Louis Repudlic, San Francisco Examiner, 
Atlanta Constitution. 





. F. WENDELL. 


L. C. BLANKINSHIP. 
KNoxvILLE, Tenn., Jan. 25, 1895. 


ress, Cincinnati Post,* 
H. F. 


INK. 


HOOSIER DISPLAY. 


“ PaRKER City News.” 
ParKER City, Ind., Jan. 24, 1895. 
Editor of Printers’ INK: 

I inclose you a “‘display”’ ad which has 
been running in one of the Randolph County 
papers, and I believe it is worthy of a repro- 
duction in Printers’ Ink. For right down 
“* display ”’ attractiveness, it discounts any- 
thing I ever saw. I have a copy of it saved 
as a curiosity. I furnish the Pete School- 
master to my patrons, and they are all much 
interested in it. G. D. McKunney. 


—— +o 
SOME TENNESSEE CONUNDRUMS. 
Knoxvittz, Tenn., Jan. 25, 1895. 
Editor of Printers’ Ink: 

If you find space in your valuable publica- 
tion, please answer the following questions: 

Does not the quality of a paper’s circula- 
tion do an advertiser more good than the 
es ? 

Should a merchant ever advertise some- 
thing he has not in stock, and is it policy to 
call a poor article good ? 

Is it right for a paper having ten thousand 
local and one hundred thousand general cir- 
culation to charge the local retail merchant 
as much for space as the general advertiser? 

Does there not appear to be some incon- 
sistency in newspaper offices where the pub- 
lishers are insisting on business men adver- 
tising and never do any of it themselves ? 

Why is it that many times the very article 
the press and pulpit condemn is the best 
seller? L. C. BLANKINSHIP. 


A RUSTLER’S ANNOUNCEMENT. 


“Farco Forum.” ) 
PrinTErs’ INK says—‘‘ The Fargo 
Forum is ae with the largest 
average issue daily of any paper in 
North Dakota.” 
Farco, North Dakota, Jan. 21, 1895. 


Editor of Printers’ Ink: 


I inclose an advertisement of J. J. Gokey, 
a typical North Dakota rustler, as is evi- 


J. J. GOKEY. 


DEALER IN 


GENERAL MERCHANDISE, 


INCLUDING 








Grocerigs, Boots AND SHogs, Guns, AMMuU- 
NITION AND SPporTinG Goons, 


Hardware, Iron and Wood Pumps, Etc. 
HARNESS MAKER, DENTIST, PHOTOGRAPHER. 


Teeth extracted without pain. The finest 
of Cabinet Photographs made on short notice, 
and in the best possible manner. Harness 
repaired. Shoes mended while you wait. 


Give ME a CALL. My Prices Wit Sut. 
My Goons Arg First Crass. 
J. J. GOKEY, - Dawson, N. D. 





denced by the advertisement clipped from 
the Dawson Standard.  G. E. WILLIAMS. 


Printers’ Ink has reduced Mr. Gokey’s 
double-column ad to fit its own diminutive 
column 














A COAL AD. 
Granp Rapips, Mich., Jan. 25, 1895. 
Editor of Printers’ Ink: 
The following ad, which appeared in a local 
paper, seems to be one for holding the atten- 
tion: 





LOOKS LIKE “PI.” 
READ EVERY OTHER WORD BOTH WAYS AND 
LEARN GREAT FACTS. 

Try the Pocahontas orbit smokeless of coal 
Jupiter it is is 1,000,000,000 great miles for in 
the extent grate and it it burns takes up the 
slick great and planet clean 4,332 Order days 
of to S. make P. one Bennett round Fuel trip 
and can Ice you Company read Telephone 
this 583. 





H. L. C. 
—— 
EXTRAORDINARY EFFECT OF OYSTERS 
IN AN INLAND TOWN. 
FRANKLIN, Ind., Jan. 25, 1895. 
Editor of Printers’ Ink: 
How’s this from the Martinsville (Ind.) 
Reporter: 





Eat Gribbin's oysters if you want to enjoy 
a sleigh-ride and sleep well, too. 





Yours truly, Cuarves L. Forcey. 








te 

IT WAS A LONG WHILE AGO. 
“ Howarp Lake HERALD,” ) 
H. S. Saylor, Editor. Y 
Howarp Lake, Minn., Jan. 26, 1895. ) 


Editor of PRinTERS’ INK : 

An incident in fence advertising in the 
suburbs of Wilkes-Barre, Pa., about 1878, 
may be of interest to readers of PRINTERS’ 
Ink. The Singer Sewing Machine Co. had 
decorated:a panel like this: 


= | = 
S1nGER Best 





| 
SinGeR Best 
\ 


SINGER Best 
q 1 J l 


I 1 J l 


The Secor Company’s artist came along 
and made this addition: 








“I ml 
SINGER Best 


1 J I 


1 0 a | 
Except THE SECOR 
q 


| 

SinGeR Best 
i 

SINGER Best 


q I 
q id q 


The Singer artist later wielded his brush 
on the same panel with this startling effect : 








| | q 
SrnGER Best At MACHINES 

1 1 0 l 
SinGerR Best Work WELL 

l 1 1 
Sincer Best EXCEPT THE SECOR 

I | 


i} tot 1 
H. S. Sayior. 





Yours truly, 





PRINTERS’ INK. 
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THE CHARACTER OF THE READERS. 


“ Piqua Datry Catt.” 
Piqua, Ohio, Jan. 26, 1895. 
Editor of Printers’ Ink: 

We have been particularly impressed with 
a short editorial in Printers’ Ink of Jan. 
16th, in reltion to papers reaching some par- 
ticular class. There is much truth in all you 
say, and yet you should hardly blame the 
advertisers for not knowing about the circula- 
tion of the papers they are using, and whether 
or not they reach the Pron ac wanted, when 
the advertising agent doesn’t know it him- 
self, or if he does, misleads the advertiser. 

You say to know the circulation of these 
papers, and what class of people they reach, 
is the * particular business of the advertising 
agent.’’ We grant that this is true, and is the 
most important feature of newspaper adver- 
tising and yet it is pene ag | neglected by 
advertising agents asarule. For instance, a 
very reputable advertising agency asked for 
rates on a flavoring extract ad. A dail 
paper of less than 300 circulation, whic 
caters to the saloon and chop house trade, 
came into supposed competition with a paper 
having over 1,500 circulation—a “ known cir- 
culation,’’ too—and which has not had a line 
of saloon business in years, and yet the busi- 
ness was placed by the agency in the paper 
catering to the saloon co. 

Now may we inquire whether in your judg- 
ment, the saloon element was the class of 
people the advertiser desired to reach, and if 
not, why was the business placed there by 
the advertising agent ? J. W. Morris. 





SAVORS OF MEDIEVAL INQUISITION. 


Office of “* Tot Wasnincton Opp 
FELLow,” 
A. E. Partridge, Publisher. 
SEATTLE, Wash., Jan. 23, 1895. 
Editor of Printers’ INK: 

I inclose ten cents for postage on the Year 
Book issue. You call the Printers’ Ink the 
“Little Schoolmaster,”’ but I consider it a 
whole reference library. The inspiration 
gathered therefrom, aide from the points on 
advertising, is having its influence in im- 
proving the general tone of the press through- 
out the country ; thus it becomes a blessing 
to the people. But the government of the 
people, elected by them, is too busy running 
them into debt to find time to consider their 
needs. This Post-Office vs. Printers’ Ink 
contention savors more of a medieval inqui- 
sition than of igth century reform. 

Fraternally yours, 
A. E. PARTRIDGE. 





—_ +> 
FOR FIFTEEN CONSECUTIVE YEARS, 
New York, Jan. 28, 1895. 
Editor of Printers’ Ink: 

Mr. George B. Hische, formerly business 
manager of the Ok7o State Yournail, is now 
advertising manager of the Kansas City 
Times. Mr. Frank Hart, late business man- 
ager of the 7imes,is no longer with them. 
The Eastern agency remains in my hands, 
same as it has been for fifteen years continu- 
ously. S. C. Beckwitu. 

comenccsililltipenstitadi 
ONE OTHER CASE, 
Concorp, Mass., Jan. 26, 1895. 
Editor of Printers’ Ink: 

There is one second-class mail puzzle you 
did not include in your article in Printers’ 
Ink, Jan. 23, and that was Book of Quotations, 
sent out by Funk & Wagnalls, N.C. 
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IT IS OFTEN SO. 


Office of ParLetre & McCoprin, 
Printers and Stationers. t 
Apa, Ohio, Jan. 21, 1895. 
Editor of Printers’ Ink: 

The other day, while in one of our drug 
stores, a lady came in and inquired for 
“blood medicine.’”’” The druggist ran to the 
rescue, and named over a dozen different 
brands in stock, and taking down an antique 
looking bottle, he told her this was just what 
she wanted—none better. She bought it. 
Occasionally reading a newspaper myself, I 
asked the knight of the spatula why he didn’t 
sell her Hood’s or Ayer’s sarsaparilla. ‘Oh, 
they sell themselves—any advertised article 
does that. We drug men always try to sell 
the patent medicines that are not advertised— 
there’s more profit in them, although people 
most always call for the advertised kind.” 
Is advertising thus frustrated by the dealers? 

LPH PARLETTE. 


pe een ll 
WHO WILL TELL THEM? 


Office of “‘ THe TRAVELER,” 
An Illustrated Family Journal of 
Travel and Recreation. i 
San Francisco, Cal., Jan. 22, 1895. 
Editor of Printers’ INK: 

We are going to ask a favor. Would you 
kindly advise us of the standing of Alden & 
Faxon, advertising agents at 66-68 West Third 
street, Cincinnati, Ohio? These people gave 
us asmall advertisement seven months ago, 
to be paid monthly. It was a specified posi- 
tion and certain particular conditions which 
we were forced to adhere to. Although we 
have rendered bills to them monthly for the 
| ee seven months, and written them per- 

aps twice as many letters, they have neither 
made any remittance nor afforded us the 
courtesy of an answer to any of our com- 
munications. This seems to us considerabl 
without the ethics of common business, muc 
less that of a supposed reputable advertising 
agency. 

We therefore, ask of you as a personal 
matter, what the standing of these people is, 
as we are not used to this way of doing busi- 
ness. Thanking you in advance for the trouble 
we ask, we remain, Very truly yours, 

JounstTone & Bryan. 
+o 

IT IMPRESSED HIM. 
To.epo, O., Jan. 25, 1895. 
Editor of Printers’ INK: 

Not along ago the writer had the pleasure 
of attendinga gathering, where a new game 
was introduced. The hostess had cut about 
thirty illustrations from advertisements in 
the Yeadin magazines, being careful to 
trim off all the i and pasted them 
separately upon cards. The game consisted 
in recalling what article the picture was used 
to advertise, and the one guessing most cor- 
rectly won the game. The company was a 
large one, and might be styled as represent- 
ing the general advertisement a public. 

ithout exception, those cuts which are 
run continually without change, such as 
“*Sozodont,” etc., were recognized by the 
entire party, while those of a more novel (?) 
order, being one of a constantly changing 
series, were recognized by few; and in some 
cases not one of the party could remember 
having seen an illustration before, although 
it appeared in a recent number of a aoeing 
magazine. The above hint may not be o 
any value, but it certainly made a deep im- 
pression upon the writer. A. H. MERRILL, 
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SIGN ADVERTISING. 
Office of Brown Cuemicat Co. 
BattimoreE, Md., Jan. 24, 1895. 
Editor of Printers’ Ink: 

I have sent you to-day one of the little out- 
door signs we use for drug stores in the 
South. It’s cheap, and looks well from a dis- 
tance, and we meet with few druggists, even 











in the larger cities, who object to its being 
put 7, hat’s On Poon feature about the 
sign. It goes up and stays up! 

We have oat Dousente 3 them (I first 
got it out in May, ’94), and our agent recently 
put up one hurdred and twenty in New 
Orleans, out of a total of one hundred and 
forty drug stores. 

The sign in quantities costs about twenty- 
three cents, and the shape of it (representing 
a piece of broken-off board) attracts notice 
in a way that particularly pleases us. It 
makes our catch- phrase, “It’s Brown’s Iron 
Bitters you need !”’ familiar. You will notice 
we only make use of one side of the board, 
giving the druggist the benefit of the other. 


SSS 


dilet 


——— 


Articles: 


—= 








If we did not do this, it would never be put 
up. Very truly, 
Georce F. Kinnrar, 
Adv. Mgr. 


THANK YOU. 
Cuar.orteE, N. C., Jan. 26, 1895. 


Editor of Printers’ Ink: 

I have sent your subscriber at Buenos 
Ayres, South America, all the numbers of 
Printers’ Ink called for in your issue of 
January 23, except that of July 5, 1893. If 

our South American friend finds PRiNTERS’ 

NK as interesting as I do, he must find 
considerable disappointment at its non-ar- 
rival. Very truly, 

T. T. Gitmer. 





FROM MAINE TO CALIFORNIA 


Novetty ADVERTISING Co., } 
Frank L. Palmeri, Prop. , 
Brooktyn, N. Y., Jan. 25, 1895. | 

Editor of Printers’ Ink: 

In a late issue of your bright paper I was 
astonished and highly pleased to note a 
lengthy article headed Advertising Novelties, 
wherein you described a number of ours. I 
would like to express my sincere thanks for 
the same. e have received up to date up- 
wards of 700 letters, from Maine to Califor- 
nia, showing the value as an advertising 
medium of your paper. Again thanking you, 
I remain, Respectfully, 

Frank L. PALMeRi. 
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ANOTHER CHANCE FOR THE NURSING- 
BOTTLE STORY. 


W. I. Boreman, Druggist. 
PARKERSBURG, W. Va., Jan. 26, 1895. 
Editor of Printers’ Ink: 

You gave the grocers a big hit in the wheel- 
barrow sugar ep idea. What’s the mat- 
ter with the retail druggist’s window? Can 
you not suggest as good a a to him? 

W. I. BorEman. 
—nienicaemenilaaibitaaition 


AN “ENORMOUS” CIRCULATION. 


PHILADELPHIA, Jan. 24, 1895. 
Editor of Printers’ Inx: 

I notice a paragraph in your last issue con- 
cerning a prominent English journal, claim- 
ing a weekly circulation of 700,000 copies. 

f know of but one English publication that 
has ever claimed that number, and I found 
upon investigation that the circulation 
claimed was made up of the aggregate num- 
ber of copies printed of several editions quite 
distinct from each other, and published on 
different days. For instance, Loyd’s Weekly 
issues on Thursday a eat edition, and on 
Sunday something totally different, but print- 
ing under the same name. How many other 
supplements or editions they may have I do 
not know, but I find the claim of 700,000 
copies weekly is simply an aggregate of all 
their publications. 

L’Petite Journal, of Paris, has for years 
past advertised its claim of from 900,000 to 
over a million. I was in their press-room in 
1886, when they were claiming something 
like 800,000 to goo,000 daily, and with my 
watch in hand timed their presses, but I 
could not figure it out in any way that they 
could possibly print what they claimed in 
twenty-four hours. What puzzled me for 
some years was the fact that this claim was 
never disputed. Two years ago, a friend 
who was with mein Paris at the time dis- 
covered that they issue a number of supple- 
ments of various sorts: a literary weekly ; a 
fashion journal ; a story paper, and a comic 
weekly, all going under the name of supple- 
ments, and that the circulation phe Roem for 
this journal was simply an aggregate of all 
their publications. we further told that 
their daily issue never exceeded 600,000 
copies, and this only at times when there 
was some very important news, or exciting 
political or war specialties. Considering 
these facts, Iam of the opinion that the 
Ladies’ Home Journal has actually the 
largest bona fide, straight-out circulation of 
any legitimate publication, not only in this 
country, but in the world. 


Yours truly, Cyrus Curtis. 
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BREVITY IN ADVERTISING. 
ALEXANDRIA, Mo., Jan. 21, 1895. 


Editor of Printers’ Ink: 

In advertising, as in all forms of business 
which are conducted intelligently, a brief 
account, in good English, is a wise principle 
to enforce. In this age of newspaper over- 
flow, people haven’t time or disposition to 
read a hundred or five hundred lines of one 
advertisement. Some time recently there ap- 
ear ts the following, which I consider a 

usiness reduced to brevity in statement: 
‘*Our bookbinder, H. D. Jennings, Keokuk, 
Iowa: Good work, low figures.” This 
= appeared for ’several years in many 

=, and the firm did much work, and the 
lic mostly knew them. 
JASPER BiInEs. 


i 
Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








yee “RIOR Mechanical Engravin, 
trotype Eng. Co.,7 New Cham 


STAMES EOF FOES bealiem- ra, 


“In it Twenty-five Years.” 
Advertising in 


GED. W. PLAGE, Sesser 

° ° 9 Magazines. 
Lists, rates, etc., at 52 BROADWAY, NEw YORK. 

AMERICAN 4 ft. Desk, $16 

— 43 ft. Desk, 18 

SEATING 5 ft. Desk, 20 


Send for 
COMPANY, logue. 
18-20 East Van Buren St., Chicago, Ill. 


fay Elec- 
st., N. Y. 





















1 Can Help You Get It. 


of POP HF) MYER Artist Thinker and 


y Writer of Advertising. 
Offices: 176 & 176 Times Building, 
NEW YORK. 

** How I’ve Helped Others Get It” (in book form) 
25 Cents. 





MAKE no MISTAKE!———aQ 





884 Dearborn Street, Chicago. 





Cannot only run the 


“New filodel ” 


WEB—but make 
ALL the PLATES re- 
quired for your daily 
edition as well. 
CAMPBELL PRINTING 
PRESS AND MFG. CO. 
1 Madison Avenue, New York. 
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ment will not distribute the interdicted 
ae “ hermwrgg 4 INK without pees. 
ment of postage cents a copy, on eac 
separate book, and inasmuch as, on this MINNEAPOLIS, MINN. 
account, we have fully three thousand i 
copies on ane feeaag of a in- PAY Ss l 
D: or the ordinary demand, this is Ry “BEL lu 
to make known to interested | arties, U 
everywhere, that we will receive and Qu 
execute orders for this book at 10 cents + ‘ Hy 
each or $10 a hundred, until the edition hose who have anything u 
is py pn will prepay the postage _ Qu 
or fre m every case. } 
Renee with CA at, o interest women. q 
PRINTERS’ INK, t 


10 SPRUCE STREET, NEW YorK. | ll REACHES (70) (00 HOMES q 
N 
FOR $10.00. OVER ; SEMI-MONTHLY j 


Advertisement.—A publisher wishing to insert a 
short statement of ten lines or lesa.in the 
column with and following the description * 
of his paper, in the American Newspaper Di- 
rectory for 1895, peg eo so at the nominal price 
of ten dollars, which price will include a free EASTERN OFFICE: 
copy of the Directory to be sent by express as 
soon as issued. Ten lines will accommodate 517 TEMPLE Court, New York. 
sixty words, but a smaller number of words 
will not be accepted for less than the price Cc. E. ELtis, Manacer 
named. Additional matter may be inserted at 
ten centsa word. No display or full-face type C 

his =S 2Eear) 
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can 5 yments for statements of 
sort will be expected by check or e 
order when proof is submitted. For payment 





cated will be set im presi type (of which this is 
a specimen), and will oe precetes . the word 
“Advertisement.” Int way it will be possi- 
ble for a publisher, on his own responsibility, 
to convey any information that he deems im 
portant _ before advertisers and other 
users of the Directory, in addition to thatgiven 
by the Directory itself. Not very long ago an 
offer of five thousand dollars was e and re- 

‘used in one case for a notice similar to this 
now granted for a nominal sum. 

The American gee Directory for 1895 
will also offer to lishers of newspapers, 
who furnish portraits, or pictures, ill = 
their newspaper en, the privilege o 
having them inserted in the Directory in con- 
nection with the description of the paper at 
the nominal! price of ten dollars, which will in- 
clude a copy of the book sent free by express, 
as soon as issued. The necessary drawing or 
reproduction can be made from a photograph 
or other picture, and _ for this work there will 
be no extra charge. Such a picture may prove 
a valuable and attractive advertisement. 't 
would anger that a publisher who owns an 
office building worthy of illustration, or who 
desires that his face shall become known to 
advertisers and others, may wisely avail him- 
self of the privilege here offered. The cut 
must not exceed one inch in length or in 
width, and in ap ce is subject to the ap- 
proval of the itor of the Directory. 

Those who take pains to examine issues of 
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Is the price of 1=4 page 
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New 
England 


Magazine «. 
ONEYEAR. | 


20,000 people sub- 
scribe for it at $3. 


Warren F. Kellogg, Pub., 
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; let the fact be known; for the properous pa- 
: Fors are those that advertisers are inclined to 
i ink most likely to pring satisfactory re- 
} turns. Publishers desirin, th the announce- 
ment and the picture, and but one copy of the 

ry. pay $15 for the combined serv- 
z ice,and 10 cents a word extra for each word 
- more than AE Address a!l communications 
; to AMERICAN NEWSPAPER DIRECTORY, No. 
10 Spruce t., New York. 
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REP-ANS 


Mr, Wolstan Dixey, who was for 
several years Literary Editor of the 
New York School Journal, and is now 
an advertisement writer at 86 World 
Building, New York, says: ‘* A gentle- 
man who noticed some advertisements 
I had written for a certain proprietary 
remedy asked me rather quizzically if 
I took the remedy myself. I told him 
I did; that I took it often, and had it 
in my pocket at that moment. He 
seemed surprised. He evidently thought 
an advertisement writer could write 
just as well about anything, whether he 
believed in it or not. I think that idea 
ig a mistake. 

‘**T couldn’t recommend this remedy 
as heartily as I do in advertisements if 
I didn’t believe in it. I am not much 
of a medicine taker. I am opposed to 
medicine, on principle. There ought 
to be no need of medicine—just as 
there ought to be no poverty—but there 
is. | 

“If people lived right they would be 
well. Sunshine, air, exercise, fun, 
good food—plenty and not too much— 
are the best medicines, the natural 
ones ; but men are tied to their desks, 
and women to their home cares, and 
both are tied to fashion. All are too 
busy making money or saving it, or 
spending it, to keep naturally well. 
Civilized existence is artificial and needs 
artificial regulators. 

‘*T recommend a natural uncivilized 
life of sportive enjoyment to all who 
can take it ; but to those who can’t I 
recommend Ripans Tabules—and take 
them myself. I know they are both 
harmless and effective. (I know what 
they are made of.) They are the best 
remedy I know anything about for 
headaches, or indigestion, or bilious- 
ness, or any sort of sluggishness in the 
system. And they are in the handiest 
possible shape to carry in the pocket. 
That about tells the story ; and wher- 
ever you see it it’s so.” 


Ripans Tabules: Sold by druggists, or by 
mail if the price (so cents a box) is sent to 
The Ripans Chemical Company, No 10 Spruce 
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Only A Line 


BUT IT TELLS THE 


Whole Story. 


“Vickery & 
Hill List 
Always Pays” 


Great Western Supply House 


CHICAGO, ILL. 


Home Office, Augusta, Me. 
New York, 517 Temple Court. 
C. E. ELLIS, Manager. 





CALIFORNIA 


is the greatest fruit- 
growing State in the 


Union. 

SAN JOSE, 
called the “Garden 
City,” is in Santa 


Clara County, the gar- 
den spot of the State, 


THE 


SUN JOSE MERCURY 


is the leading daily 
paper, and completely 
covers the County, 
which is larger than 
the State of Rhode 
Island. 
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The State Fournal, 


LINCOLN, NEBRASKA. 

Janvary 17th, 1895. 
PRINTERS’ INK, New York. 

GENTLEMEN :—Knowing from experience how pub- 
lishers appreciate specific testimonials as to results from 
advertising in their mediums, we gesire to bear testimony 
to the value of Printers’ INK. Kuhn & Co., of Moline, 
Ills., recently advertised premium specialties and as a re- 
sult from this small 50 cent ad we became customers and 
purchased about $300 worth of goods. It not only made 
the advertiser money, but paid the reader of the adver- 


tisement. 
Yours fraternally, 





Business Manager. 
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DAYTON, OHIO, 


POPULATION 
eb bn be be be be be be be hb bn bn bh nl 


The leading morning and evening family newspapers 
in that locality. Rates for advertising are 
cheaper in proportion to circulation 
than any other Dayton papers. 


Combined Daity Circulation 14,000; Weekly 4,500 
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MORNING TIMES 


4,500 Daily. 
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Announcement ! 


Of anything which appeals to prosperous 
householders if made in these papers can 
hardly fail of success. 


YOUR PART lies in having the article to 
sell at a reasonable price. These papers will 
furnish the introduction into over 220,000 
homes, with the indorsement which attaches 
to a statement coming from a trusted friend. 


OUR PART is to arrange for the combined 
or separate use of these papers. We do it in 
the way to give advertisers the least trouble 
and the greatest certainty their orders will be 
properly filled at the proper price, with all 
the advantages that can be had to make the 
advertising as satisfactory as possible. 














T Put Sunday School Times 
hem} prrapeLpaia. 
On Luthoran Qbeerver , 
Presbyterian Journa 
Your Ref’d Church Messenger 
List ] Episcopal Recorder 
Lutheran 
Christian Instructor 
Write to us forg Christian Recorder 
fuller particulars, 





Over 220,000 Copies 
Religious Press 
Association 
Phila 


-_ 
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Is Not Given Away. 


The subscription list of 


Che Sunday School Tunes 


is entirely a paid one. Expiring subscriptions 
are dropped unless promptly renewed and 
paid for. That under this rule it had for 
every week in 1894 over 1§0,000 paid sub- 
scribers shows how its readers appreciate it. 


Is Not a Child’s Paper. 


On the contrary it is prepared only for 
adults and is read by them. That they are 
of the most intelligent class is evidenced by 
the fact that the ablest Christian scholarship 
of the Old and New World is summoned to 
meet their requirements. 








Put 
It | AVERAGE FOR 1894, 
On]..161,342.. 
Your| COPIES WEEKLY. 
List RATE: 
High-class circu- 80 CENTS PER LINE 
OD for tine tan | For One or More Times. 
1,000 copies issued. 





Write to us for fuller particulars. 
Religious Press 
=_ Association 
Phila 
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53 Tribune Bldg., 
NEW YORK. 






to Advertisers by the 


= St. Louis Chronicle, 


BE RO SE Rt 


ee em et at 
Daily I O O ‘ O O O Circulation 


GUARANTEED 


503-504 Boyce Bldg., 
CHICAGO. 
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The best way to do all newspaper 
advertising is to “try it” for a time. 

“One brick won’t build you a house.” 

One advertisement, one time, in any 
newspaper would hardly pay anybody. 

The C. N. U. Lists are the same as 
other newspapers. One insertion would 
hardly be a fair test. But you can try it 
if you like. 

What the largest advertisers in the 
country are doing is running their adver- 
tisements right along from year to year. 

They probably do it because it doesn’t 
pay them. 





CHICAGO NEWSPAPER UNION, 


93 S. JEFFERSON STREET, IO SPRUCE STREET, 






CHICAGO, ILL. NEW YORK. 
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Pittsburgh =| 

| Chronicle | 

Telegraph | 
LEADS 


Se 








C. J. BILLSON, 


Tribune Building, New York City. 
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wy ‘Has made its mark as an advertis._ 


ing medium of superior value. 
This is because it thoroughly ~ 
covers its field. Not a city 
or town in the great State of “2g 
Nebraska where the Daily and 
Sunday cannot be found ; not a farm- 
house or hamlet in which the Weekly 
is not read. It also covers adjoining 
territory in Iowa, Kansas, Missouri 
and the Dakotas. It is up-to-date in 
everything that makes a newspaper great. 
It enjoys the confidence of its readers, 
and is a power of good to its advertisers. 
sa KNOWN CIRCULATION: 

’ Daily, 25,000 Sunday, 30,000 

Weekly, 42,000 
A. FRANK RICHARDSON, 

CHICAGO: Cham. Commerce. NEW YORK: Tribune Bldg. 


x eK ok 


- @ 


7 



















PRINTERS’ INK, 


= 2 








“In her ‘Post-Intelligencer’ 
Seattle has one of the four great 
papers of the Pacific Coast.” 


—‘*Harper’s Weekly.” 





A GUARANTEE. 


The Post-INTELLIGENCER hereby guarantees 
its advertisers a bona fide paid circulation, 
Daily, Sunday and Weekly, double that of any 
other newspaper published in the State of Wash- 
ington. Advertising contracts will be made 
subject to this guarantee. 











A. FRANK RICHARDSON, Cc. A. HUGHES, 
Special Agent, Eastern Manager, 
13, 14, 1§ Tribune Building, 93, 94 Times Building, 


New York. New York. 
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The Detroit Suns. 














ILLUSTRATED. SUNDAY. 

BE. Fe veets oes 98,920 April 8.......... 26,528 
BEE 86.666 020% ee a 25,927 
"3. See ie ee 25,824 
errs tos,6st APT 20... .. 2.000 26,927 
2 See SOGOU “FE Bees s cence; 27,002 
St Bens «s0ts a. at eee 27,628 
a) A ee $06920 PEAY. 80.0. és0s coe 28,212 
ee See oe a Oe: eee 27,644 
me” Bseeeveses SORFGG FUER S00. c ce sees 24,816 
June 9... sag6rS. Jube £0.......... 25,718 
vane’ 76... FOROGS “FORE TF 6. Soe 00 22,674 
eS eeererree O0.705 JURE 86. ...00000- 23,601 
ee 20 08555 5 58 oe CES |. a re 26,823 
Ser NS Se a ee 24,617 
a Ea ee ee a | a 21,692 
BUey > $05 655.5 40%. $OE,G046:.. FRI 22.8 650s es 23,818 
a ee o7.706  JRRy 20... 6 060sas 25,978 
a eee 95,898 August 5........ 27,819 
Ss ee 98,981 August 12........ 24,332 
Muenst 15....... 94,626 August I9.......0% 25,718 
MeUSUSt 25. ..-.6 92,701 August 26........ 23,809 
September 1.... 93,001 September 2..... 25,819 
September 8.... 94,718 September 9..... 22,602 
September 15.... 84,021 September 16..... 21,216 
September 22.... 89,926 September 23..... 24,781 
September 29.... 91,763 September 30..... 24,615 

a ree 2,544,700 Re tncn unin 656,140 


Average weekly circulation 
for the past six months, 


97,837- 


Average weekly circulation 
forthe past six months, 
25,236. 
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SPA eSeee 
W. C. BAKER, Business Manager. JOHN BATES, Pressman. 


Subscribed and Sworn to before me this 18th day of October, A. D. 1894. 
D. A. DELANY, Notary Public, Wayne Co., Mich. 


RATES ARE LOW. 
New York Advertising Office: = = 517 TEMPLE COURT. 
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( .. THE... 


: | preukan Wisconsin | | 


: Charges a Little More : 


... THAN... 


| 
ANY OTHER — 


| IN MILWAUKEE 
| 
! 
| 














| 
For Advertising, 


BUT IT IS... : 


| 
| 


Worth 4 Good Deal More. 


—— | 









Circulation, Daily, 24,000 
| ‘ - Weekly,28,000 
| lj 
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Publishers’ 
Announcements. 


For many years THE NEW YORK EVENING POST 
has contained mcre publishers’ advertising than any other 
daily newspaper in ths United States, and the excess is now 
greater than ever before, as will be seen from the following 
statement ; 















1§1,071 lines of publishers’ advertising printed in THE 
EVENING POST from January 1, 1894; to December 
22, 1894. 
165 per cent more than appeared in any New York morning 
paper, or in any paper in the United States, in the same 
period. In 1893 the excess was 116 per cent. 
72 per cent more than was printed in all other New York 
evening papers together in the same period. In 1893 the 
excess was 49 per cent. 

In other words, THE EVENING POST, from January 1 
to December 22, 1894, contained 532 columns of publishers’ 
advertising, and the largest amount printed in any other daily 
paper was 201 columns, and the amount printed in all other 
New York evening papers together was 309 columns—allow- 
ing twenty inches to the column. 

Two conclusions may be drawn from this statement, the 
first that the publishers generally believe that there is one 
paper which pre-eminently appeals to the readers of good lit- 
erature—those who buy books ; and second, that the columns 
of THE EVENING POST afford a practically complete 
reference list of new publications, and that the. paper has be- 
come in a sense the official medium for such announcements. 

It may be added that in no other daily newspaper in the 
United States is so much space given to book reviews and 
other literary matter. The literary notes published on Mon- 
day of each week contain the announcements of new publica- 
tions, and these notes are followed by reviews which are con- 
tributed by leading writers and specialists. 
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Publication Office, 
206-210 Broadway, N. Y. 
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Why 


does every advertising agent 
counsel the advertiser to use 


THE 


Indianapolis News 
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Because: 


Future orders depend upon 
the returns derived from 
present orders. 


No other advertising field in 
America may be so com- 
pletely covered or so entirely 
missed in the using or miss- 
ing of a single newspaper. 


4ip 


>e—< 


vi¥ 


P. S.—Sworn average for the past year to April ist 
was 31,801 for each day. Payment for advertising con- 
ditioned on larger bona fide circulation than any other 
three dailies in Indiana combined. 
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| The Fxelusive 


Advertising privileges 
in all cars and on all 
Stations of the 


20K LYN-UNIQN 
ELEVATED RAILROAD 


Are controlled SRO EMERY 
jst eters) by 


ror ETON & KISSAM 


Cars will be equipped. 
with advertising racks, 
spaces to be 24X16 In., 
end spaces 24x14 In. 








For rates address 


CARLETSN & KISSAM 


| IO 915 Postal Telegraph Bldg. Nf 


BROOKLYN OFFICE: 33 SANDS STREET. 
S. D. GARRETT, GENERAL MANAGER. 
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It is the Constant 
Silent Dunning 

That Does the Business 
When Displayed in the 


-960- | 


Waiting Rooms 
























































on 


The Chicago, Milwaukee & St. Paul 
Railway System 


Controlled by G. S. Mackenzie, 
Chicago, 


1160 Monadnock Building. 
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A big slice of Cleveland, 
Ohio, belongs to the 


* CLEVELAND 
.WORLD.. 


Without that paper an 
advertiser cannot hope 
to reach the town, nor 
the State. ‘ 
Circulation Books Wide dinid 


And we “‘ write it in the 
contract.’’ 

The World Pub. Co., 

B. F. Bower, Gen. Mgr. 


S. C. BECKWITH, 


Sole Agent Foreign Advertising, 


48 Tribune Building, 469 The Rookery, 
NEW YORK. CHICAGO. 
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Perfectly Proper Pointers. 


Ho! Advertiser! Bear in mind 

That woman’s paper, ‘‘ WOMANKIND,’’ 
And farmer’s paper, the ‘‘ FARM NEWS,’’ 
Are papers you should always use. 


Perfectly Pleased Patrons. 


The Advertiser writes to say, 
“Your papers pay in every way.” 

The Agent, too, while on the stand, 

Says: ‘“‘As good as any in the land.” 


i 
i 
i 
# 
i 
i 
i 
# 
© FARM NEWS! — WOMUNKIND| 
i 
# 
# 
# 
if 
i 
# 
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THE HOSTERIIAN PUBLISHING CO., 
SPRINGFIELD, OHIO. 


WOMANKIND! © FARM NEWS] 


These papers both reach every State, 

And quote a very low ad rate. 

Please come with them the world to roam, 
And cheaply enter every home. 


Clear, Clean Columns. 


**WOMANKIND”’ and ‘‘ FARM NEWS’’=-Do you hear? 
Never run any ads that are “ queer.” 
No fakes enter there—can’t get in 
With their business of slush, dirt and sin. 
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: Twenty Telling Testimonials. 
i 
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In order that this de 
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The greater number of ads in the 
magazines and class papers refer to 
catalogues or booklets ; in fact, a large 
portion of the ads are simply requests 
to send for other ads in book form. 
Every large manufacturer, small ones 
too for that matter, finds it necessary 
to get out printed information that 
goes into greater details than is possi- 
ble in the limited ad spaces. 

A far-seeing, philosophical man ap- 
prectntes the fact that it is necessary to 

ave this class of literature right, in 
order to have the catalogue or booklet 
carry out its mission—sell the goods it 
advertises. 

The matter that comes to the writer, 
upon request for the books or cata- 
logues, does not always speak very 
well for the abilities of the advertisers 
in reading human nature. 

The trouble with the average book 
matter lies in the fact that it is too 
technical, too full of terms that are as 
Greek to the layman. 

Then, there is evidenced in the busi- 
ness literature that comes ‘‘on re- 
quest ’’’ an effort to cheapen product 
by cheapening paper and slighting the 
mechanical work ; until each type im- 
pression is a blot, or nearly that. 

If an advertiser would take the same 
care in preparing his literature as he 
does in selecting his salesman, the re- 
sults attained would, I think, favor 

rinted matter. Every word that goes 
into print is a representative of the 
advertiser, just as much as the sales- 
man, with his sample grip. A 

The salesman is selected, probably, 
from among many other employees, be- 
cause he is better adapted for a repre- 
sentative, because he is more pleasing 
of address, better at argument and 
better acquainted with the goods. The 
salesman, in. hundreds of instances, 
. Stands in the eyes of the customer, or 
possible customer, as the firm, in per- 
son. ° The catalogue or other literature 
in pamphlet form stands in the eyes of 
thousands of customers, or possible 
customers, as the firm’s representative. 
Is it as pleasing in appearance, log- 
ical in its argument, convincing in its 
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3 MAGAZINE AND TRADE PAPER ADVERTISING 
Edited by Walter W. Brett. 


rtment may not be a one-man view of the question, correspond- 


> ence, pertinent to the subject, will receive careful attention. Sample ads will be discussed 
) and questions answered. 


statements, as it can be? Is it the 
very plainest, most truthful, concise 
statement you could possibly put out? 
If the literature you send out is any- 
thing less than the best, then it is bad, 
multiplied by the number of people it 
goes to—the result in many cases 
would be an amazing amount of bad- 
ness. 
* * » ” 


The worst specimen of a business 
missionary that I have seen, recently, 
is a booklet gotten out to advertise 
Pink Pills for Pale People. The book 
is being circulated in the large cities 
of New Jersey and Eastern. Pennsy]l- 
vania. The distribution of the book 
consists in putting it in letter boxes 
and under doors—incidentally into 
sewers and ash barrels. 

While this form of circulating busi- 
ness literature may justify one in think- 
ing that good matter would be, much 
of it, wasted, it doesn’t justify the per- 
petration of such impossible drawings 
and bad printing as this particular 
book contains. Suppose the edition 
to be a million—the size of the book 
implies an approximate cost of $2.00 
per thousand—the cost would be $2,000 
for printing. The distributing cost, 
at the low figure of 75 cents per thou- 
sand, would be $750—a total of $2,750. 
This sum would buy a large amount 
of publicity in papers covering the ter- 
ritory to be worked. The papers, as 
an offset to this particular piece of lit- 
erature, would, I am confident, sell 
more Pink Pills than ten million such 
productions. 

* * * * * 


As I look over the pages of the cur- 
rent magazines I am stared in the face 
by the ad of the No-To-Bac firm. 

The happy (?) phrase that these 
people have evolved: ‘‘ Don’t Tobacco 
Spit and Smoke Your Life Away,” 
may be a good one, it may sell No-To- 
Bac, but it’s, to say the least, not an 
expression to please the fancy of the 
fastidiously inclined. 

I do not believe even the user of 
tobacco, who finds in it an incentive 
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to expectorate, will be carried away 
with the phrase. 

It seems to me that a good rule for 
the writer of advertising to pin up 
with his other rules is this: Never 
make unpleasant expressions more ob- 
noxious by pushing them to the front. 

No doubt the subject in question de- 
mands the use of the tobacco spitting 
phrase ; but where’s the need of con- 
stantly bringing it up; of using it as 
they do in this ad for the heading ? 

x * & x 


It iS much easier to pull apart than 
to construct ; and it’s easier to pick 
out the faults of an ad than to ex- 
patiate on its good points. However, 
I’m inclined to do the latter thing, 
and I herewith show an ad that is a 
good one. I know the ad is good be- 
cause it sells cheese, and that is what 
a good ad does. I was influenced by 
this ad to buy a jar of cheese, and to 








A Cheese Delicacy 


of rare quality will be found in American 
Club House Cheese. Itis asoft, rich 
Cheese; unexcelled for lunch or dinner. 
Put up in hermetically sealed glass jars. 
It is worthy a place on the best tables. 


A miniature jar will be sent to any address 
on receipt of 10 (ten) cents tn stamps. 


Large sise jar so (fifty) centvhy express prepaid. 
THE’CHANDLER & RUDD CO., Creveranp, Onto. 





my taste the cheese is as good as the 
ad is attractive. This is one instance 
—I say one advisedly—where the illus- 
tration helps the ad. The old man 
looks as though he was glad he had 
the cheese. The description of the 
article is long enough to tell about it, 
and the price is the ‘‘clincher.’’ 
= ~ = s o 
There is no doubt but what the 
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Ivory Soap ads are seen and read—the 
question with me is: Do they sell 
Ivory Soap? I refer to the displa 
ads which they are running, in whic 
the only claims for the soap lie in the 
two statements of purity and lightness 
—99.44 Pure, and ‘‘ It Floats.’’ They 
do not say whether Ivory Soap washes 
more quickly, lasts longer, costs less, 
or more, than any other soap; or 
whether it is better for the clothes than 
some other soap. For people who 
have once used the soap this kind of 
an ad may be all right, but for new 
trade it would seem that quality, etc., 
would be best expatiated upon. They 
found it necessary to go into details 
when the soap was first put out—they 
had to educate people to its use ; and 
this education consisted of much more 
than the mere printing of the name. 
To my mind each successive customer 
requires the same facts as did the first 
ones. The display and effectiveness 
of the ads are most excellent; the 
weakness, I think, lies in what they 
say or they do mot say. My idea of 
it is this: There are always some 
people — prospective customers — who. 
want to know the reasons. Even if 
there are only a few inquiring per- 
sons, the ad should be written to throw 
light their way—those better informed 
will not object. It is certainly a safe 
ground to take, that there is among 
the possible customers some one who 
is not so well informed as the majority, 
some one who wants to know the 
‘*whys,’’ some one who hasn’t time to 
get the dictionary and study up unusual 
words. The ads written plain enough 
to be understood by this one reader will 
certainly be convincing to all others. 

If the advertising meshes of your 
fish-net are small enough to catch the 
little fish, you need not worry about 
the large ones slipping through. 

* x * x + 


The word free seems to be one to 
conjure with. Whenever I see an ad 
offering something for nothing I wonder 
what it is that costs something—what 
the string leads to. I have an ad be- 
fore me of the Oxford Manufacturing 
Co., in which they offer to give away 
a sewing machine—cut of the machine 
—for no compensation whatever. 
They say: ‘‘A Bona Fide Offer—No 
Scheme — No Deception—We mean 
just what we say.” In this case I 
wonder what article you have to buy 
at profit enough to pay for itself and 
the machine, too? 
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ADVERTISING FOR RETAILERS. 
Edited by Charles Austin Bates. 


Retail merchants are invited to send advertisements for criticism and suggestion; to 
pertaining to retail advertisi: 
nts for the betterment of this department. PRINTERS 


ng ; to send ideas, experiences 
” 4NK is a clearing-house for 








CLEVELAND, O., Jan. 22, 1895. 
Mr. Charles Austin Bates: 

Dear Sir—The writer has just read your 
article in the last number of Printers’ Ink, 
and agrees with your ideas in regard to space. 
We believe the most important thing in an 
advertisement is the copy, and the next of 
importance the space it should occupy. Too 
much space is a waste of money, as is too 
little ; but if the copy is right it is better to 
err on the side of too little than too much. 
What do you think of the space used in our 
ad of Jan. 18th in the Cleveland Leader, 
copy of which we are sending you to-day ? 

Yours truly 
Tue CHANDLER & Rupe Co. 

I am glad to be agreed with, even 
though I do not believe I made the 
statement which is credited to me in 
the foregoing letter. 

I think it is very much better to use 
too much space than too little, but 
there is no need of doing either. If 
you use too much space, you waste a 
little bit of money. If you do not use 
enough, you waste all that you have 
paid for the advertisement. I think it 
is generally true that a large advertise- 
ment is more likely to bring profitable 
returns than a small one, considering 
the cost in both instances. A man 
will feel better and look better in a 
coat that isa trifle too large than in 
one that is too small. I do not believe 
in trying to put a six-inch advertise- 
ment into three-inch space, any more 
than I would in putting a two-hundred- 
pound man into a one-hundred-pound 
coat, but if I had to put the two-hun- 
dred-pound man into a small coat, 
I would rather squeeze him a little 
than to cut him down. It would prob- 
ably cause a deterioration in his use- 
fulness if he would be too much 
abridged, and the same thing is true of 
the advertisement. I would say what 
I had to say, no matter how small the 
type would have to be, or how crowded 
the space. May be only a few people 
would see the ad and read it, but those 
few people would know what I was 
driving at. I would rather be under- 
stood’ by only one man than to be mis- 
understood by a thousand. Display is 
not the only thing in the world, and it 
is possible to pay a great deal too 


much for it. The advertising of the 
future is not going to be displayed 
very much. I mean ‘‘displayed”’ in 
the ordinary sense of the word, hich 
means big type, black borders, and 
such things. ‘Ihe advertising of the 
future will grow more and more to 
resemble literature. 

I am inclined to think that the read- 
ing insets in the magazines are the 
best advertising that can be done for 
those who are in a position to use 
them. This opinion is confirmed by 
Mr. Curtis of the Ladies’ Home Jour- 
nal, whose judgment in such matters 
is certainly valuable. His opinion of 
such advertising is evidenced by the 
number of exceedingly attractive insets 
about the Ladies’ Home. Yournal, 
which appeared in the magazines one 
or two months ago. I doubt if any 
better advertising than this was ever 
published. In this case, the story told 
was ashort one. A great deal of mat- 
ter was not needed to convey the mes- 
sage. The matter could be cut down 
without cutting down the sense. 

In contrast to this very excellent 
work is the advertising which is being 
done for the Autoharp. It is all kinds 
of ‘‘ bad.” The only redeeming feature 
about it is the prominent display. 
Among all the recent advertisements 
of the Autoharp I have not seen one 
which really tells what the Autoharp is. 
We are assured in every advertisement 
that it is easy to play and easy to buy, 
but what on earth it is good for, or 
why anybody in particular ought to buy 
it, is kept a profound secret. I shall 
be very much surprised if the Auto- 
harp people do not demonstrate, to 
their own satisfaction at least, that ad- 
vertising does not pay. 

# % 
= 

The theatrical advertising in New 
York is as bad, if not worse, than any 
of the rest. New York has a very 
large transient population, and even 
the permanent residents do not always 
remember just where each of the 
theaters is, I do not think there is a 














single one of the theatrical advertise- 
ments which gives the location of the 
house it advertises. Most of them do 
not give the price of admission, or the 
time the performance commences. If 
a stranger wants to go to the theater, 
he has to inquire its location, and, 
likely as not, he will have to inquire 
four or five times before he will find out. 

Just this one thing—the lack of in- 
formation—is what makes a great deal 
of advertising worthless. An adver- 
tisement is published primarily for the 
purpose of furnishing information about 
some place or thing. The more ex- 
plicit that information is, the better 
the advertisement. An advertisement 
that doesn’t tell anybody anything is 
no good, no matter how beautiful or 
well displayed it may be. 

* % 
* 

John J. Freund, a reader of PRINT- 
ERS’ INK in South Pittsburgh, recently 
had an experience with a typographical 
error. Just before the error occurred, 
he had read my talk about the mis- 
take that was made in Hilton, Hughes 
& Co.’s advertisement recently. 

Mr. Freund advertised one hundred 
pieces of Arnold’s Best Blue Prints, 
which are generally sold at eight and 
a half cents per yard, at three and a 
half cents. The compositor made it 
read half a cent a yard. It was de- 
cided to make the advertisement good, 
anyway, and a card was placed in the 
window explaining the mistake, and 
saying that orders would be filled just 
the same at the advertised price. The 
goods were to make a ‘‘ fifty-five min- 
ute sale,’’ and, during that time, 1,372 
yards were sold. In speaking of the 
sale, Mr. Freund says: ‘‘ This is an 
object lesson every business man 
should know of. I now see that we 
could not do business without adver- 
tising, but I do not want to sell any 
more calico at half a cent a yard.”’ 

I think that it is pretty generally a 
mistake to make sales to last less than 
aday. Bargains for certain hours in 
the day are pretty sure to cause some 
dissatisfaction. People do not get 
there on time, or the crowd is so great 
that they cannot get to the counter, 
and naturally they are irritated by it. 
It is questionable whether it is right 
to limit a sale absolutely to one day. 
I think it is much wiser to sell the 
goods to anybody who happens to 
come in, even one or two days later. 
Of course, you are not expected to 
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keep the goods permanently on sale at 
the bargain prices. People understand 
that bargains are for the time only, 
but I think it is unwise to pull them 
up too short. If some one comes in 
the day after the sale and asks for 
some of the goods, it does not cost 
much to sell them to him, and it can 
be done as a favor, in such a way as 
to make him feel a little bit under 
obligations. They will consider the 
store an accommodating one. This is 
one of the best reputations a store can 
have. As a general rule, it does not 
cost much to be accommodating, and 
it is a very valuable ad. There may 
be times when it is necessary to limit 
the sale, but it should be done as 
little as possible. One of the best 
ways to do it is to advertise in the 
length of time that the sale will 
occupy, the amount of goods that will 
be sold at a certain price. Say just 
how many yards, or just how many 
pieces there are, and tell people plainly 
that if they expect to secure any, they 
will have to come quickly. Itis nota 
good plan to do this very often. 
* % 
7 

The following is merely an extract 
from a catalogue published by Miss 
Millard, Teddington, Middlesex, Eng. 
It is apparently published with the 
utmost seriousness. 


From the Cradle to the Grave. 


As an instance of the variety of transac- 
tions which are taking place at Teddington 
daily, Miss Millard is breaking no confidence 
by stating that quite recently she purchased 
a baby’s caul, a second-hand wedding cake, 
weighing half a hundred weight (the happ 
event not coming off), and a set of iron Tal 
ings from a family vault! Any odd trifles 
like this, as well as diamonds and sheet-an- 
chors, may be turned into cash. 








* & 
* 


The Farm and Dairy, published at 
Ames, Ia., sends me for criticism a 
little booklet of sixteen pages. ‘The 
booklet advertises advertising in gen- 
eral, and the Farm and Dairy in par- 
ticular. It is very well written and 
contains some excellent ideas. I 
should think that most any advertiser 
would be benefited by reading it, but I 
doubt very much the wisdom of send- 
ing out so long a circular. There are 
many different ideas in the booklet, 
and I think it would have been better 
to cut the matter up into at least five 
or six instalments, making each one 
complete in itself. 
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For a Coal Dealer—(By E. French). 


Coal... 


Cole, Coale, Koul, Kolle—there are 
many ways to spell it—a way for 
each grade. There is poor coal, fair 
coal, medium, best, just as good as 
and soon. The “ just as good as’ 
kind comes to the front when the 
dealer has some that is a little un- 
certain, and wants to work it off at 
one price or another price, or even at 
any price. My grade of coal is 


...Jones’ Coal, 


which I’m proud to say needs neither 

apology nor explanation. It’s the kind 

I buy where I can buy best—and if it 

is not right when I receive it, back it 
oes. I won’t keep it to work off as 

* just as good as ”’—or anything else. 
My prices this week are——— 


JONES, 
Coal and Wood. 


For Clothing—(By Geo. French). 
Don’t Make 
A Cheap Boy. 


We think some 

arents are inclined to buy too cheap clothing 

S the Boy. Because he’s growing and is 
hard on clothes, the $1.98 suit is considered 
goodenough. Itisn’t. It isn’t worth what 
is asked for it, anyway. It isn’t possible to 
make a decent suit for that price. And is it 
the best policy to dress the Boy cheaply— 
meanly? Is it not worth while to cultivate 
his gentlemanly instincts, his self-respect ? 
Such treatment may powerfully influence his 
future. A wise economy suggests buying 
strong clothes. Strong and handsome suits 


cost 

ONLY $2.50 EACH 
at our store, as long as the lot of $5 Suits we 
are selling at that price lasts. We don’t ex- 
pect to get another lot. There are four pat- 
terns and all sizes from 4 to 12. 








For a Wood Dealer—(By Jos. B. Mitis). 
Abe Lincoln 
Split Rails 


That was a good while ago, but we’re 
at the same business yet, only we 
split them a little finer and perhaps— 
with our improved machinery—a 
little faster. . - ‘ ‘ 
Fact is, we sell kindling wood, hard 
wood, wood for open grates—wood in 
any quantity by the barrel, bag or 
cord. . “ . . . ° ° 
Drop us a postal, we’ll deliver your 
wood and have a man put it in the 
woodshed for you; you'll have to 


burn it yourself. 4-1-9 


Chop & Split 
Wood Dealers. 
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For Neckwear—(By George French). 


Neckwear n 
Values —*<Q_ 


This is to merely to remind gentlemen 

who wish to be sure they are right be- 

fore they go ahead on new neckwear 

that ours is made to our order. 

Itis better goods, better patterns, 

better make, better shape, better 

value than neckweak sold usually 

at our prices. We pay more and sell 

for less. 
We want 

neckwear. 


gs 


our trade next time you want 
hat’s our explanation. 


Clothing—(By Geo. French). 


USEFUL ULSTERs. 
Snow, frost and blizzard in 


the air, Ulsters and Over- 


sacks in our Store. Plenty 





of Men and Youth and Boys 
who need the coats. 

Just opened several lines 
of Ulsters made for us by a 
concern that has proved its 
right to make coats for our 
trade. here is conscience 
and good faith in them, and 
the best goods and best work- 
manship,$12, $15, $22.50, $25. 


For Pianos—(By E. French). 
The Way eee 
She 


Buys a Piano 


May be sees a dealer and 
listens to his prejudiced opinion on one he 
says is the best in the world. Or may be she 
asks her music teacher about it, forgetting 
that music teachers seldom, if ever, know 
pianos except as to how they sound; any 
cheap make sounds well—foratime. Artists 
are notoriously poor art critics. 

We have no talent for teaching; wouldn’t 
know how at all. But we do know pianos. 
We can pull ’em apart and tell the relative 
cost of scale, strings, felts, action, glue 
work, cases, tone regulation, and their value 
artistically, from a musical standpoint. 

We have excellent reasons for thinking that 
we have a talent for selecting pianos and 
organs. Famous makes only. Catalogue free. 

CURTIS & FRENCH, 
Cor. Broad and White Sts., Red Bank. 








For Hats—(By Geo. French). 


AT $2.90, sum. 


We advertised 8 styles of this 
season’s Derby Hats at $2.90 the 
other day. hat afternoon a 
gentleman came in and said, 
* Let’s see those 8 new styles of 
hats.” They were shown him. 
“Didn’t believe you had ’em,” 
said he. ‘‘They’re $2.90 hey, 
and you say they’re as good as 
hats sold for $3.50to $5 ?”” “* We 
guarantee them to be,” said the 
salesman. ‘Well, I doubt it, 
but I’m going to try one. I ex- 
~ to be disappointed, though.” 

e was fitted perfectly. He will 
comme again next spring. They 

0. 
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HOW IT WAS DONE. 


A $5,096 advertising contract made in ten minutes—more 


than $500 per minute. 


But persistent advertising in 


‘* Printers’ Ink’’ paved the way, otherwise 
the order might not have been given. 





**Good morning, sir.” 

‘*Good morning. By your card I 
see you represent the Atlantic Coast 
Lists.” 

‘*‘T am proud to say that I do.” 

‘““Well, sir, I am pleased to meet 
you. In fact, you are just the man I 
am particularly desirous of meeting.” 

‘Why so?” 

“* Well, I read every week in 'RINT- 
ERS’ INK terse, straightforward adver- 
tisements of the Atlantic Coast Lists, 
and I have been thoroughly impressed 
by them.” 

“‘Glad they interested you. Weare 
continually trying to make them bet- 
ter and more instructive.” 

‘** That weekly talk of yours has the 
ring of honesty about it. It appar- 
ently contains no braggadocio or hum- 
bug ; it strikes home to an advertiser, 
and he is compelled to feel that there 
is merit in the article talked about.” 

‘* Well, sir, I can assure you that, 
whether there is or is not merit in the 
advertisements placed by our company 
in PRINTERS’ INK, the Lists them- 
selves have a sterling value which is 
inestimable to bright advertisers.” 

‘*T am inclined to believe all you 
say. I have talked with some of my 
friends who use the Atlantic Coast 
Lists year by year,and they assure me 
that to reach the country people of the 
Atlantic States section they are valuable 
beyond conception.” 

““We reach the country people of 
the New England, Middle and Southern 
States, and we claim that these people 


cannot be profitably reached except 
through the columns of the Atlantic 
Coast Lists’ papers.” 

“Do not really see how they can, as 
I notice you advertise that 61 per cent 
of these papers are the on/y papers 
published in their respective towns.” 

**'You are correct ; 61 per cent are 
the only papers published in their re- 
spective towns, and 84 per cent are 
either the ody papers in their respect- 
ive towns or are published at county 
seats.” 

‘* It is certainly a very large propor- 
tion. I would like to ask a few ques- 
tions relative to these lists. If you 
consider them impertinent, it is, of 
course, your privilege to refuse to 
answer, I advertise quite largely, as 
you know, in dailies and magazines, 
but they do not cause my business to 
grow very much outside of cities, I 
want to reach the country people. 
Your advertisements in PRINTERS’ INK 
have interested me.” 

‘* Ask as many questions as you like. 
The more information relative to our 
Lists we can impart to you, the sooner 
your advertisement, we believe, will 
appear in them.” 

‘‘Are there 1,400 papers regularly 
on the Lists ?” 

‘* The Lists vary a trifle each week, 
but the average is more than 1,400 
weekly.” 

** Can a yearly advertiser count upon 
this with absolute certainty?” 

“Yes, sir; we have catalogued the 
Lists at 1,400 papers, but in fact we 
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are inserting the advertising in 1,450.” 

** Why so?” 

** Well, we prefer to give adver- 
tisers more rather than less than we 
agree to; it results to our mutual ad- 
vantage.” 

‘* What are these papers, weeklies 
or monthlies?” 

‘** Almost entirely weeklies. There 
are, however, a few monthlies, a few 
semi-weeklies, and also some dailies.” 

‘*Some of them have pretty small 
circulations?” 

‘* Yes, some of them do have small 
circulations, but they are published in 
small towns, the people of which buy 
goods in the same proportion as people 
of larger places; many of them have 
large circulations,” 

‘* How.do they average?” 

** They average high.” 

‘* That is what all advertising men 
claim for their mediums, but they do 
not show any figures.” 

**We do, however. Every adver- 
tiser is informed of the exact circula- 
tion each week which his advertisement 
has received. We publish in the rec- 
ord papers we print weekly the exact 
figures of each of our Lists. The 
record papers are issued to show ad- 
vertisers how their advertisements are 
appearing, giving the names of the 
papers in which they are being in- 
serted, together with the exact circu- 
lation of the Lists. These record papers 
are sent weekly to each advertiser.” 

** How does an advertiser know his 
advertisement appeared in all the 
papers?” 

‘*By examining the files of these 
papers at our main office, 134 Leonard 
street, New York City.” 

‘* But that is a long, tedious task, is 
it not?” 

‘* No. Wearrange the papers of each 
List under States in alphabetical order ; 
bound in book form; and they can 
be checked from a record list rapidly 
and easily. There is no unfolding 
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necessary, simply turning of leaves as 
with a book.” 

**You advertise ‘One order, one 
electrotype does the business.’ Please 
explain.” 

** An advertiser wishing his adver- 
tisement to have a uniform appear- 
ance must necessarily use electrotypes ; 
1,450 papers would require 1,450 elec- 
trotypes. An order would have to be 
sent each paper as well as an electro- 
type, which would make 1,450 orders. 
The postage on the letters would be 
expensive, as would also postage or 
expressage on the electrotypes ; 1,450 
electrotypes would cost a considerable 
sum of money, especially if they were 
large ones. We require but one order 
and one electrotype.” 

‘* That certainly makes a great saving 
to advertisers.” 

“Yes, sir. If the advertisement is 
to run a length of time and is to be 
changed weekly or monthly, the cost 
of the electrotypes and postage neces- 
sary for 1,450 papers exceeds the sum 
we should charge for inserting the ad- 
vertisement in the same number of pa- 
pers of the Atlantic Coast Lists.” 

‘*Do you mean to say, as a matter of 
fact, that by using your Lists an adver- 
tiser inserting electrotypes and chang- 
ing them weekly or monthly would be re- 
ceiving his advertisement for nothing ?” 

‘* That is exactly so. If the changes 
were made weekly, he would not only 
be receiving his advertisement for noth- 
ing, but he would save at least half the 
cost of the necessary 1,450 electro- 
types, postage, etc.” 

‘* Stereotypes are used by some ad- 
vertisers, are they not?” 

“Oh, yes. They do not give a 
sharp, clear impression, however. 
Stereotype metal is soft and wears 
down in a very short time. Stereo- 
types cost less than electrotypes and 
are worth very much less. Satisfac- 
tory results are not generally obtained 
from stereotypes.” 
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“Are the papers of the Atlantic 
Coast Lists family papers?” 

‘They are. They reach a million 
families weekly.” 

“I have here some new matter 
which I am considering, but it has not 
been. put into type yet. I donot know 
how it will appear, but think it may be 
made very attractive.” 

“ We will put it in type, submitting 
proof and estimate for its insertion, 
all without'*charge, if you will state 
the space desired.” 

‘Suppose I do not like its appear- 
ance?” 

‘* Say so, and state the changes you 
desire made. They shall be made and 
new proofs submitted ; which process 
shall continue until you are entirely 
satisfied.” 

‘* But suppose I do not give you an 
order to insert the advertisement in 
your Lists, what would be the charge 
for the composition, proofs, etc. ?” 

‘* There would be no charge.” 

‘No one can ask anything fairer 
than that. I will accept that offer. 
The space each advertisement is to 
occupy is marked alongside. What 
will it cost me to insert these adver- 
tisements in the 1,400 or 1,450 papers 
of the Atlantic Coast Lists?” 

‘“‘ Half a cent a line a paper per in- 
sertion, if the advertising is to be 
transient.” 

“Tt is not to be transient. I do not 
propose to start with you and remain 
but a short time. I shall use, during 
the year, considerable space.” 

“Well, sir, if you use during the 
year 1,000 lines, the price will be one- 
quarter of a cent, a line a paper per 
insertion. Two inches average space 
(28 agate lines), inserted weekly, ag- 
gregates 1,456 lines. One-quarter of 
acent a line per paper per insertion 
amounts to $3.50 per line, or $5,096 
for 1,456 lines. Am I right?” 

“You are quite right.” 


‘* How often can I change the copy 
without extra charge?” 

‘* Every insertion if you so desire.” 

‘* Suppose your lists drop below an 
average of 1,400 papers weekly—what 
then?” 

‘* There is no danger of that ; should 
such a thing occur, however, a pro 
rata reduction will be made. You need 
not pay for what you do not receive.” 

‘*You say that my advertisement 
will be inserted in an average of 1,400 
papers each week, copy changed as I 
desire ; you will set the advertisements 
when I do not use electrotypes, and 
when I do use them need supply but 
one. Am I correct?” 

‘* You are.” 

‘* Files of all the papers can be ex- 
amined at your office? A statement 
of the exact circulation of each list 
with the names of the papers will be 
sent me weekly ?” 

“* Ves, sir.” 

‘“*Then, for $5,096, 1,456 agate 
lines, an average of two inches weekly, 
will be inserted in the entire Atlantic 
Coast lists of 1,400 papers ?” 

‘* Yes, sir.” 

‘*Suppose I desire to enlarge my 
advertisement at any time during the 
year ?” 

‘*You can do so at the same rate, 
viz.: one-quarter of a cent per line 
per paper per insertion.” 

** Put me down for 1,456 lines. Get 
this copy in type, each advertisement 
to measure two inches space, and send 
me the proofs. I’ll have the order 
made out and forwarded to-day.” 

“‘I am much obliged for the order 
and am certain you will be so well 
pleased with our service that’your ad- 
vertisement will be continued year 
after year in the Atlantic Coast Lists.” 

“* As a believer in continuous adver- 
tising I shall expect to use the Atlan- 
tic Coast Lists from year to year.” 

** Good day.” 

** Good day, sir.” 
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Advertising Fable No.11. 


ler on furnished of a river was r the smaller kind of fish, 

por, arto Ad hisnaelt with peck delinnte tackle 

fixed to 0; le hair. Now it chanced that he hooked a large 

be concluded would prove the Sectional of his slender apparatus ; however, 
he so gently ay, layod with his prey in giving it way, . 

 F avoiding any act of violence, he fairly conquered ge fia 

and drew it safely to the shore, exhausted by its own ineffectual efforts t 

free. Thus the salmon had not stre: enough to resist the power of a 





In the river of advertising, it is often possible to land a 
very large fish with-a very slender line. 

When we put out ‘‘a line of advertising,” it is done so 
judiciously, with such careful attention to details, and with 
such accurate estimates of possibilities and results that our 
client’s tackle is never strained or broken and he always goes 
home with a full basket. 

Disappointed advertising anglers are invited to correspond 
with us, whether their misfortunes have been due to their own 
inexperience or to the incompetence 


of their assistants. 
Meeeeeeetesceseneeases: 


The GEO. P. ROWELL 
ADVERTISING CO., 


10 Spruce St., N. Y. 











